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§ Quality 
Merchandise 
Pays —- 


UCCESSFUL hardware men are 
pushing quality lines. . . . It costs 

as much to sell cheap pliers at 29c. as 
those of the best quality at $1.00. Both 
must be stocked, handled, sold, wrapped, 
etc., but the better grade earns a profit, 
while it costs money to handle cheap 
pliers. Besides this, Kraeuter pliers sell 
at STANDARD ADVERTISED PRICES while 
the bargain counter kind are sold by cut 
price houses. 


KRAEUTER PLIERS 
Easy to Sell 


Everyone who uses tools knows Kraeuter 
pliers. " Mechanics, superintendents, con- 
struction men, electricians, and home 
owners have seen Kraeuter advertising— 
and merchants find these tools easy to 
sell provided they are well displayed. 


A NEW Display 


A new Kraeuter canvas window trim 

(illustrated above) is now ready. This 

can be used as the centerpiece for a 
tool window with excellent results. 


For interior store display, a com- 
plete line of over 30 show cases, 
Designed by leading artist—lithographed panels and other sales helps is 
in eight colors on canvas—29 x 44 evelinbde. 

inches— supported by wood easel or may 

be ang on wilt canon sitions change Write for descriptive booklet. 
to stores selling Kraeuter pliers. 


KRAEUTER PLIERS TOOLS 


KRAEUTER & CO. ESTABLISHED 1860 NEWARK. N.J. 


Send for this window trim— 
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LEGACY FINDS PERFECT EXPRESSION IN THIS 3-PIECE TEA SET, $65 - LEGACY TEA SPOONS - «EIGHTS”? $5.00 - RETAIL PRICES 


Pana ta a the Neu pattern- 


‘\o silverware pattern in history ever scored the in- ware ... the first to embody the crisp, straightaway 
stanianeous success that has greeted LEGACY . . . In lines of modern art. 


the six months since its debut it has broken all sales 


New as the latest issue of Vogue or Harper’s Bazar in its 
records, 


modernity. But with four generations of 1847 ROGERS 


“. he reason is delightfully self-evident in the pattern BROS. Silverplate artistry back of it. Lucky is the 
iself. It is the first truly modern pattern in silver- bride who is starting her silver service with LEGACY. 


4: _VERAL OFFICES: MERIDEN, CONN SALESROOMS: NEW YORK CHICAGO, SAN FRANCISCO. CANADA: INTERNATIONAL SILVER COMPANY OF CANADA, LIMITED, HAMILTON, ONT. 


1847 ROGERS BROS. 


SILVE RPLATE 
__ a ERSTE 


Presen. ing . . . THE SILVER MANNEQUIN .. . first lady of the land . . . of silverplate. ’arbinger of 1847 Rocrrs Bros. 1929 
advertising. To 78,873,726 readers goes the story cf Leracy, in a long list cf publications that your townsfolk read. 








HARDWARE AGB, published weekly by the IRON AGE PUBLISHING C0., 239 West 39th Street, New York, N. Y., U. 8S. A. Entered as second 


class matter May 22, 1913, at the Post Office at New York, under the A ct of March 3, 1879. (Printed in U. 8. A.) $3.00 per year. Single copies 
25e. each. Vol. 123, No. 8. 
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1. Dries to a beautiful, 
glossless flat finish—eas- 
ily washed. For all types 
of interior painting of 
walls, ceilings or wood- 
work .. . for plain flat 
or eggshell finishes, tif- 
fany, mottled, etc. 


2. Does not show brush 
marks. 


3. Mixed with a little spar 
varnish it makes an excellent 
bronzing liquid, either with 
aluminum or bronze powder. 


4, Makes excellent glazing 
liquid, or blending liquid for 
tiffany effects—because it does 
not dry too quickly. 


5. Makes a fine undercoating 
for enamel. 


G. Comes in quart and 1 gal- 
lon cans and 5 gallon drums. 
All packages equipped with 
easily-opened ““Upressit” caps. 


The new EAGLE Flatting Oil 
has these many advantages 





Sell Eagle Flatting Oil with Eagle Pure White Lead 
for the most artistic effects in all types of interior 
decoration where a flat or eggshell finish is desired 
—whether plain, tiffany, mottled, etc. 


The Eagle-Picher Lead Company, 134 N. La Salle St., Chicago 





Ce EMPLOY A GOOD PAINTER—GOOD PAINTERS USE EAGLE 








4 HARDWARE AGE for FEBRUARY 21, 1929 


There is Less Breakage— 
More Profit—-in LIBBEY-OWENS 
Flat-Drawn Clear Sheet Glass 











‘Tkensands of dealers are handling 
Libbey-Owens exclusively because 
they know there is less breakage 
and more profit in this superior glass. 
{Vigorous national advertising is 
teaching the publie that Libbey- 
Owens glass is truly flat. absolutely 
without bow. uniform in thickness, 


strength and quality, and has a 





brilliant, sparkling lustre. People 
are being taught to look for the L/O 
label on each light of “A” quality glass, 
and to ask for this quality glass by 
name. ¢ Order Libbey-Owens glass 





from your jobber. Notice how easy it 
euts and how little breakage you will 


have. Itis truly an extra-profit giass. 





he Libbe ms § . lass Compan ' HILTON HOTEL, Waco, Texas. Architect, Lang & Witchell, 
™ in owen Sheet Gia c P y Dallas, Texas. Associate, Milton W. Scott, Waco, Texas. 
Toledo, Ohio Glazed with Libbey-Owens Glass 


. LIBBEY-OWENS 











testes vvvVv—Vv—Vv—VvVTVvV ™ 
; THE oes OWENS SHEET GLASS Co. { F L AT D RAW N ¢ L E A R 
; ; TOLEDO, OHIO { E’ 
— a es send me your new { te. tt EE r G LA % % 
booklet on Flat Glass. { 
Name a ‘ 
; Address__ : 
4 
4 
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Distributed Through Representative Glass Jobbers and Used by Sash and Door M facturers Everywhere 
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Three 


experience tell the 
story of sound policy, 
enduring sales appeal 


and continuous merit. 


D. W. 


Invented Weather Strip 





160 # 
Anniversary 


Year 
















generations of 





Bosley 


Today, after sixty years, The D. W. Bosley Co. continues to 
remain the only exclusive and the largest manufacturer of all 
kinds of Weather Strip. 


National advertising will bring you the demand for Bosley’s 
Weather Strip. “A weather strip for every market.” All 
backed by prompt service. 


Sold by the millions of feet to the better jobbers. 
Demand the best—BOSLEY’S. 


THE D. W. BOSLEY CO.—CHICAGO—MONTREAL 


OSLEY’ 


Weather Strip 


| TRADE MARK REGISTERED | 
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AMERICAN } 


e--@ Appliances Gxwo 

Complete Gas Qooking. 

Heating. Lighting Servi 
Jor every Home. 
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Have You Ever 


seen a more handsnme, a more convenient looking 
range than this fine modern Kitchenkook? Here 
are some of its many features: 
Full porcelain enamel finish; % 
Large convenient low oven; | 
Combination pressure and fuel gauge; 
Porcelain enamel cooking top; 
Porcelain valve handles; 
Hand operated filler plug; 
Strong built in pump; , 
The famous Kitchenkook generator (patented); 
Superior American design and workmanship; 
And—the New American Instant Lighter which is 
doubly protected against lighting and operating difhi- 
culties by two automatic cleaners; one in the carburetor, 
the other in the lighter generator (patents applied for.) 
There is no other lighter like it. 
This attractive Kitchenkook is featured in Kitchen- 
kook advertising appearing now in the Country 
Gentleman, Saturday Evening Post and other publi- 
cations. Your customers will want to see it. We have 
‘an interesting proposition for progressive hardware 
merchants. Write or wire for details. 


ee ics cS Tee 


American Gas Machine Company, Inc. 


MAIN OFFICE AND FACTORIES . ALBERT LEA, MINN. 
EASTERN BRANCH 78 Reade St.. NEW YORK, N.Y. 
WESTERN BRANCH . 4242 Hollis St., OAKLAND, CAL, 


KITCHEN KOOK 


CLEANLINESS~SPEED ~CONVENIENCE ~ SAFETY 
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for poultry supply business! Cash in on the vast, ready-made 
market for this superior netting! Use it to attract new trade! 
Use it to increase sales and profits! 


U. S. Poultry Fence, today, is the fastest-selling poultry netting on the 
market. Buyers everywhere ask for it by name. They know its 
straight-line construction to be superior to every other type of netting. 
They insist upon it.” Nothing else will do. 


Now is ‘the time to profit by this amazing demand. Let us urge that 
you check your stocks! See that you have an ample supply of U. S. 
Poultry Fence to take care of your trade! 


Die. year---make U. S. Poultry Fence the leader in your drive 


Then launch an aggressive campaign for the poultry netting business 
in your territory! Our FREE Dealer Helps---window cards, news- 
paper electrotypes, envelope enclosures---are yours 


AL ®S for the asking. 





Indiana Steel & Wire 
Company 
Muncie, Indiana 
Sold ONLY through the 


regular wholesale and 
retail trade. 



















_ Harpware AGE for _Feprv, ARY 21, “1920 
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QUICK DRYING ENAMEL 


TTRACTIVE, modern colors! Display 
A and selling material that links the 
dealer’s store with the national adver- 
tising! A product with a NAME on it! 
These factors make “61” Quick Drying En- 
amel the livest specialty ever offered under 
the Pratt & Lambert label. This genuine oi/ 
enamel, for household use, dries in 4 hours 
with a high gloss. Write for full particulars! 


PRATT & LAMBERT-INC. — Varnish, Enamel & Lacquer Makers 
114 Tonawanda St., Buffalo, N.Y. 20 Courtwright St., Bridgeburg,Ontario 
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Among the authors of the 


new MODERN 
MERCHANDISING COURSE 


are the following men:— 


Frepericx D, Cortey, Vice-President 
of Marshall Field & Company, in 
charge of Retail Merchandising. 

Dr. Paut H. Nystrom, Professor of 
Marketing, Columbia University, for 
six years Director of the Associated 
Merchandising Corporation 

L. S. Bitner, Director, Wm. Filene’s 
Sons Co., Boston, 

Epoar J. Kaurmann, President of 
Kaufmann’s Department Stores, Pitts- 
burgh, 

J. C. Penney, Chairman of the Board, 
J. C. Penney Company. 

Dr. Lee Gatioway, First Director of 
the School of Retailing, New York 
University; a well-known authority on 
Store Management. 

Josern Cuapman, President, L. S. Don- 
aldson Company, Minneapolis, 

Percy H. Jounston, President, Chemi- 
cal National Bank of New York. 

Cot, Davip May, late Chairman of the 
Board, May Department Stores. 

W. T. Grant, Chairman of the Board, 
W. T. Grant Company. 

Joun Brock, Kirby, Block & Fischer, 
Resident Buyers. 

Georce M. Gates, President, Louis K. 
Liggett Co, 

Amos Parrisn, Director, Amos Parrish 
& Company, Store Counselors, 

CHARLES MiLcRIM, Secretary and 
Treasurer, H. Milgrim & Bros. 

Suetpon R,. Coons, Executive Vice- 
President, Gimbel Bros., New York. 

Joun B. Garver, The Garver Bros. 
Company, Strasburg, Ohio. 

——and many others. 








Why Chain Stores 


fear one another 
the Independent may profit! 


OU have heard retailers express fear 

of the chain store. But you have no 
idea of the worry felt by a chain store 
executive faced by the encroachment of 
another chain! 


You see there is only a limited field for 
chain stores. Many retail operations seem 
to require more personal supervision than 
chain stores can give. 


Consequently, there is a tremendous 
competition between chain stores. This 
competition necessitates the use of the 
most efficient merchandising methods. 
The man who aspires to success in the 
chain store field, or the man who hopes to 
hold his own against chain store competi- 
tion, is hopelessly handicapped if he fails 
to adopt the methods oF anilie mer- 
chandising. 


How can an independent retailer be- 
come acquainted with these methods? 
How can he, alone and unassisted, learn 
to apply them to his everyday business? 


He can’t. The field is too big. For this 
reason, the Alexander Hamilton Institute 
has made a monumental survey of mod- 
ern merchandising in a Course for re- 
tailers. It already has the highest ap- 
proval. It teaches why certain methods are 





and how 


used by successful retailers, as well as how. 


This Course is called the Modern Mer- 
chandising Course and Service. It deals 
specifically with store management, busi- 
ness organization, financing, merchandise 
control, buying, selling, advertising, cred- 
its, collections and correspondence. 


Whether your problem is one of getting 
intelligent employes for your store, or 
whether it is a problem of getting custom- 
ers to come back day after day, or week 
after week—a single idea obtained from 
the experience of the authorities who have 
contributed to this Course will more than 
repay you for all the attention you give it. 


If business is coming your way, you can 
afford to lay a broad foundation for future 
expansion. If business is not coming your 
way, however, then it is time you in- 
vestigated to see what the trouble is. 


In either case, you will have nothing to 
lose by learning what the Alexander 
Hamilton Institute can do for retail mer- 
chants. An unusual booklet called “‘Prog- 
ress and Profits” has been prepared for 
your information. It tells all about the 
Course. You may have a copy without 
charge by filling out and mailing the 
coupon below. 


ALEXANDER HAMILTON INSTITUTE 


ALEXANDER Hamitton Institute, 243 Astor Place, New York City 


Please mail me, free, a copy of “Progress and Profits,” which tells all about 
the Modern Merchandising Course and Service. 


NAME ~~ 








POSITION COMPANY. ‘ auasniiastiteteieinlianaetais a 











BUSINESS ADDRESS. 


In Camana, address Alexander Hamilton Institute, Limited, C. P. R. Bldg., Toronto 


STRING TELE GS. i tia 
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‘ collecting water 
es on top. AS 
b 3 
if 2 
% Examine This Wondertul ‘Mew Material # 
2 *>CNAVORY” Stainless Metal is unlike It will not break if dropped on the floor. It is #% 
: any material ever used for kitchen aos oe cn eons a he heme ER. 
Ue * . : t shines with a silvery bright lustre and may be be 
E> ware. Consider these important advan- kept shining always, simply with soap and water. ing 
* tages which are sure to appeal strongly Does not require scouring. oa 
ae to your customers: It ‘will not melt, soften or crack, no matter how af 
pe hot the stove may be. It will not stain or rust. * 
4 ; . Neither will it discolor through ordinary kitchen “SA 
os It is guaranteed for /0 Years of regular kitchen ge, So 
e ee , ae Examine this remarkable new ware. We will Bs 
a It will never taint food; food may be stored in it. send you the three pieces shown above on memo- ae 
os. It is absolutely Safe; the strongest food acids randum, together with details of our Introductory 34 
be will not affect it. Offer, full particulars, prices and discounts. 3 
3 Examine “SAVORY” Stainless Metal at your 4 
be leisure. The three pieces may be returned at ae 
= any time within 90 days and the charge cancelled. +s 
3 SAVORY, Inc., Dept. AB, 90 Alabama St., Buffalo, N.Y. * 
Bue: as 
rs Owned and Managed Makers of Quality a 
p< by the Republic Cooking Equipment a4 
Ve Metalware for more than Res, 
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PERFECT TEMPER 


Forged, high grade steel 


WEED CUTTER 
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“PERFECT” EI 
if 
Tw: ea _ . ie 
This new type of Weed Cutter is the most WEED CUTTER a 
practical and effective tool ever offered for No. 26 
quickly clearing away weeds and light 0. 
bushes. & 
It does the work with much more ease and 
far more rapidly than can be done with any 
other tool. 
te 


The double-edged blade is set at correct angle 
for easy natural swing to cut with both for- 
ward and back stroke. 


Oval Grip-swell end handle fits the hand E 
comfortably and lessens the tendency to turn 
in the hand. 


Assembled with bolts and nuts, all parts 
easily renewed. Blade easily resharpened 


without removing. 13 inch double-edge blade—2'4 inches wide 


Length overall about 38 inches 


Weighs about 2534 lbs., complete with 31 inch 
handle. | 


Packed: Assembled ready for use. One-half 
dozen in a package. 


Everyone who has weeds to clear away 
should have one of these new Weed Cutters. 


Highway commissions and railroads will 
find that in time saved on the job, this 
Weed Cutter will pay for itself the first day A QUICK SELLING ITEM which GIVES ENTIRE 
used. SATISFACTION 


Shipping weight, 52 Ibs. per dozen. 


Order through your Jobber 


KELLY AXE & TOOL CO., Charleston, W. Va. | 4 

















13° 





HARDWARE AGE for FEBRUARY 21, 1929 








Ce op ee 
eRe TR naka nee 


No. 5 Adjustable 
The Jobbers’ Standard Today 








From 30,000 to 1,500,000 pairs 


The yearly production of Union Hardware Ice and Roller 
Skates has grown from 30,000 to 1,500,000 pairs. 


TRIS, PARROT 


Seventy-five years of skate manufacturing experience, 
coupled with their unvarying quality and popularity justi- 
fies the title: The Internationally Known Roller Skates. 


The Union Hardware Ball Bearing Roller Skates of today i 
are identical with the first ball bearing roller skates made } 
by this company, except that the wheels are now made self- f 
contained. The rolls are also the same, except that the bear- 


ings now have containers. 
: 


ss 


A special feature is that the trucks oscillate on the best 
rubber cushions, thus permitting turning in a three-foot ' 


circle. 


eI Ss 


The complete line includes patterns and sizes for- men, 4 
women and children. 





id If your Jobber doesn’t m be a — q 
: handle Union Hardware ate Catalog describes i 
: : the complete line of I 
Skates, write to us and (HARDWARE COMPANY) 9 Shacrohe’ sites’ "s | 
é we will refer you to the ‘ 
~ ~ makes ordering easy. | 
2 nearest Jobber who does. Send for a copy 4 
Reg. U. S. Pat. Off. | 
‘ Established TORRIN' GTON, CON N °9 U. S. A. Incorporated j 
& 1854 
E New York Office: 151 Chambers Street 
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For your conventence 


SARGENT puts this complete set 


of Screen Door Hardware in one box 


Tuis Sargent set of screen door hardware saves a 
lot of trouble both for you and for your customers. 
Here is everything necessary, including screws— 
butt hinges, latch and lock, and “‘Quick and Quiet” 
door closer. Every piece is of the usual Sargent 
high quality, perfect in operation and built for a 
lifetime’s use. 














One selection, one package—and your customer 
has the best for his screen door, or storm door. One 
box, one sale, one profit, less trouble and time— 
and you have a sales feature that is more than 
worth your while to push. Sargent & Company, 
New Haven, Conn.; 94 Centre Street, New York; 
150 North Wacker Drive (at Randolph), Chicago. 
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One Screen Door Latch and Lock No. OB-5973-TC. One pair Butt Hinges No. 500, One Sargent “Quick and Quiet’ Door Closer No. 
Old Brass Finish on Brass. Will not rust and 3 x 3 in. Old Brass Finish on 520. Will fit any door opening out or opening in and 
discolor the door. Easy acting; latches every Cadmium Plated Cast Iron. opening either to right or left, without change. Can 
time door closes and can be securely locked Highly rust-resisting. Made to be adjusted to close door rapidly or slowly without 


from inside. 


se me ee ee ee et ae 


SARGENT 


LOCKS AND HARDWARE 


last a lifetime. 


slamming. Built to give satisfactory service for years. 2 











a 
be 
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Parkcycles 
Automobiles 
Velocipedes 
Coaster Wagons 
Express Wagons 
Scooters 

Pedal Bikes 
Hand Cars 
Tricycles 

Doll Cabs 
Playard Equipment 


Mr. Jobber—Attention Please! 


Make Extra Spring Profits 


on American Children’s Vehicles 


This is the way to do it. Make a display of the 
complete American line—on floor and in windows. 


The spring buyer that comes in for hinges, screen- / 
ing, nails, rakes, paint, etc., will see them. No§ 

doubt he has a kiddie or two. Maybe the 
& kiddies will be with him. 

















Need we say any more? This is 
the way to make two blades of 
grass grow where one grew be- 
fore. 


Cater to the Kiddies—the buy- 
ers of tomorrow. 


New 1929 Catalog 
Illustrated in Color 
is yours for the 
asking 


can | a, fompany 


[he Ameri aM 
FOUR FACTO “iad TOLED®, OHIO, U.S.A. 


Ml 











UW Bij); 
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WRroader Service 


Its Publications Broadly 
Cover the Following 
Industries and 
Trades 

Automotive 
Automotive Industries 
Automobile Trade Journal and 
Motor Age 
Motor World Wholesale 
Commercial Car Journal 
Operation & Maintenance 
Chilton Catalog & Directory 
Automotive Industrial Red Book 
Chilton Aero Directory and 
Catalog 


and 


Hardware 

Hardware Age 

Hardware Age Catalog 
Jewelry 

The Jewelers’ Circular 
Metal Trades 

The Iron Age 
Optical 

The Optical Journal 
Petroleum 


oc 


Selfish business seldom prospers. 


Business that serves its field is bound to 
succeed. 


Service has always been the policy of the 
United Publishers Corporation, and the 
various publications under its guidance. 


From the smallest individual problem, to 
the broadest merchandising plans, its re- a 
sources are available to the organizations : 
in its fields. 





with 
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Oil Field 
Allen’s 


Shoe 


Textile 


Toys 
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The Petroleum Register 


Plumbing & Heating 
Sanitary & Heating Engineering 


Boot & Shoe Recorder 


Dry Goods Economist 
Dry Goods Reporter 
The Drygoodsman 
Pacific Coast Merchant 


Toy World 


Warehousing 
Distribution & Warehousing 


Engineering 
Superintendents 
Book 


Hand 





\ 


This spirit has built great and valuable 
publications for readers and advertisers 
alike. And it is building more of them 


as time goes on. 











UNITED PUBLISHER 





SPORT you tis prrereteeac oe waren, 
it aE ND ret arse e 





239 West 39th Street 


A. C. PEARSON 
Chairman of the Board of 
the U.P.C. 
President of the Textile 
Publishing Co., N. Y. C. 


FRITZ J. 
President of the 
President of the Iron 
Publishing Co., N. Y. 


FRANK 
A 


Age 


i 


Cc. A. MUSSELMAN 


Vice-President of the U. P.C. 


President of the Chilton 
Class Journal Co., Phila. 


New York City 


PARTE ae og a URES 


F. C. STEVENS 
Treasurer of the U.P.C, 
President of the Federal 
Printing Co., N. Y. C. 
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Motor World 
Wholesale 


Published Monthly by 


Chilton Class Journal Company | 
Chestnut and 56th Streets, Philadelphia, Pa. 


i 
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GRA Y-WICK 


“Gray-Wick may cost a little more, but—it is worth it” 


This popular brand of Screen Wire Cloth has proved one 
of the best sellers on the market. 


It is extremely durable, being made from rust-resisting 
Open Hearth Steel produced in our own furnaces. The 
wire is drawn in our own mills and every operation is 
under our personal supervision. 


Gray-Wick carries an extra heavy electro zinc coating 
thoroughly enameled with transparent varnish. It gives 
wonderful service and absolute satisfaction. being known 
as the cloth of “Long Life.” 


It unrolls smoothly and lies perfectly flat, making it easy 
to apply. Has a pleasing Gray colar. 


All brands of Wickwire Brothers Screen Cloth will be 
furnished this season in rolls of one piece each, also all 
brands will be furnished, in addition to 100 lin. ft. rolls, in 
50 ft. and 25 ft. length rolls, without extra charge. 


Your Jobber will supply you. 


12 Mesh, No. 33 gauge each way Our Other Brands of Screen Cloth 
14 Mesh, No. 33 gauge each way Cortland Black Enameled 
16 Mesh, No. 33 gauge filler White Metal Finish 
No. 34, gauge warp Wickwire Premier 
18 Mesh, No. 34 gauge each way Wickwire Bronze 


Wickwire Copper 
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“When ELF-OILIN 


— you thinkof AREGISTERED TRADE NAME 


WATER think 
of’ MYERS VE 
Pumps and 


Water 
Systems” 





FIG.2511 












As a natural outgrowth of expe- 
rience, Myers Self-Oiling Water 
Systems have successfully met the 
“one hundred and one” conditions 
under which water systems are in- 
stalled and required to function. 


Creative designing—development 
of exclusive refinements—plus high 
quality, consistent publicity and 
nation-wide introduction have pre- 
pared the way for bigger and better 
water system business during the 
spring and summer months just 
ahead. 

Here is the opportunity to ex- 
pand your own business and in- 
crease your own profits. High lines 
are blanketing many rural sections 
of the country. Light and power 
plants are rapidly increasing in 
numbers. The water system market 
follows in their wake. Suburban 
homes and farms — centralized 
schools, churches, colleges and san- 
itariums—creameries and dairies— 
state and county institutions—al- 
most without number, will be mod- 
ernized with running water and the 
labor-saving conveniences it pro- 
vides. Who will install the water 
system in your locality? Someone 
will do it, and do it at a profit, we 
know. Are you the one who will 
benefit. or will this business go to 
the other fellow? 

In dependability, simplicity of in- 
stallation and operation, Myers 
Water Systems are standard the 
country over. With styles and sizes 
for volume up to ten thousand gal- 
lons per hour, few indeed are the 
installations where a Myers Water 
System will not satisfactorily fill 
the requirement. Decide today to 
investigate this remarkable line that 
is providing so many with running 
water at the turn of a faucet, and 
making money for progressive 
dealers everywhere. 

Write or wire. 


Take 
Y The 
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Tt F.E.MYERS & BRO.£: 
ASHLAND, OHIO. 
PUMPS - WATER SYSTEMS - HAY TOOLS - DOOR HANGERS 
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Fence Advertisement 


IGHT into your community—into the homes of farmers, 

goes our farm paper advertising. We talk to the farmer 
about his problems—about fence for profit, and tell him 
to go to the American Steel & Wire Company Dealer 
for fence advice. 
All the force of National Advertising, the Experience of our 
organization, the strength and prestige of the Best Known 
Fences is focused on your locality to make the American 
Steel & Wire Dealer fence headquarters in your community. 
Such co-operation is increasingly building bigger and 
more profitable business for our dealers. We invite you zn. 
Write for information. x. 


American Steel & Wire Company 











These 


Zin¢ Insulated 


0 a 
AMERICAN 
ROYAL 
ANTHONY 
MONITOR 
PRAIRIE 
NATIONAL 
and U.S. 


Protector Poultry 
Fence 
Banner and Ideal 
Steel Fence Posts 
National Expanding 
Anchor End « — 
Corner Posts 
Cover Every 
Fencing Need 











American Steel & Wire Company 


Subsidiary of United States Steel Corporation 

Chicago New York Boston Cleveland Worcester 
Cincinnati Baltimore Wilkes-Barre Kansas City 

Oklahoma City Birmingham Atlanta Memphis Dallas 


tales 8 OBices: 
Sc Locis 


_ Philadelphia 


innea 


nver 


U. S. STEEL PRODUCTS COMPANY: San Francisco, Los Angeles, Portland, Seattle 
Export Representatives: UNITED STATES STEEL PRODUCTS CO., 30 Church St., New York, N.Y. 


Pittsburgh 
lis-St. Pa 
It Lake Ci 
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SMOOTH ~ EASY TO APPL SOLID COVI 
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N these three new KYANIZE Show Cards you will find the power of suggestion at its 
best so far as advertising in window or on counter is concerned—displays that will help 
you increase your KYANIZE sales. 


g% , 

Kyanize CELOID FINISH DISPLAY 
Depicts with photographic accuracy the real Mr. Householder 
happily applying Celoid Finish in one of the many charming tints. 
Attractively printed in colors, size 19’’ high by 13” wide. 


ee, ° 

#yanize MOTOR CAR ENAMEL DISPLAY 
Shows just what any one of your customers or prospects can do 
to make the old bus new looking with this quick drying KY ANIZE 
Enamel. Here’s one of the thousands of car owners “applying his 
own” and ready to drive away in six hours. An eye-catching 
Display for window or counter. Size 26”” x 19” 


AyantiZe FLOOR ENAMEL DISPLAY 
Ease of application effectively portrayed with this master Enamel. 
A profit producer and every inch a “silent salesman” if displayed 
on counter or window. 
All KYANIZE Products are widely advertised and profitable to sell. Write today for 
our complete proposition—how you can become the KYANIZE Agent for your locality. 
It means a better business and bigger and steadier profits for you. Do it NOW! 


BOSTON VARNISH COMPANY 


Everett Station Boston, Mass., U.S. A. 


DEALER'S “SHOW ME” 


ita KYANIZE Agent but 
: ANIZE 


t »Diigation 1 the 


antze 


VARNISHES & ENAMELS for a a 


Printed in U. S. A. 
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State 





Quick Drying Products that Sell 
—and Stay Sold 


. & 
; QIMUMZeEe 
DRIES IN WATER- PROOF 


Y, antZt 6 HOURS ACID-PROOF 
asl FLOOR ENAMEL 


Whether your customers apply it to wood or cement floors, KY ANIZE Floor Enamel stays 

“sold.” Nine solid colors make possible an infinite variety of attractive “in-between” 

shades. Wherever applied, KYANIZE Floor Enamel is tough, durable, handsome; quickly 

applied—you can guarantee absolute satisfaction. External surfaces, too—for KY ANIZE 

Floor Enamel gives prolonged satisfaction on outside porch and piazza floors and steps, on 
boat decks and on stone and concrete surfaces. It prevents dusting common to concrete. 
N Acid-proof, sanitary, easily cleaned, durable—we claim 


KYANIZE Floor Enamel will make good for every dealer. 


DRIES Ku antze - 





OFFENSIVE 


6 HOURS MOTOR ENAM EL ODOR ma 
CAR 

, oe . ' —_ 
In KYANIZE Motor Car Enamel you can offer customers and prospects the most satis . . 
factory motor car coating on the market. Dries in six hours and the old car is painted and Soe 
varnished in one easy application. The enamel levels itself out to an absolute glass-like 
smoothness and brilliance free from any trace of brush marks, ridges or laps. Ten popular 
colors most in vogue today. Also Black and White. Comes ready for immediate use-—no 
expensive thinner required. Has no offensive odor and will not settle in the can. 

You can profit like hundreds of other KYANIZE Dealers with KYANIZE Motor Car 
Enamel. Our special sales plan on this product is worth requesting. 

ee ca 


a QTMZE wo 
CELOID FINISH 


ENAMEL EFFECT 
The Most Talked of Product in the Paint Trade because KYANIZE CELOID FINISH 
isa high grade, durable enamel finish that dries with a medium gloss and has great covering 
Capacity. 

Painters like Celoid Finish because it saves them money. They can do a good job with 
two coats on new work without any undercoat and over old paint or varnish one coat is 


y, 
~ 
4 











usually enough. 

Dee Celoid Finish is particularly recommended for the interior of hotels, hospitals, public 
» Varnish Comealy- 4 buildings and private homes, and is suitable for painting breakfast sets, all kinds of furniture 
and interior fittings. Works easily under the brush, stays put and does not sag or show laps 

= = 


_ so that anyone can do a satisfactory job. 


At dealers are backed by KYANIZE newspaper and magazine advertising. Our latest 
booklet, ““The Charm of Painted Things’’—-a marvelous sales builder—will be sent to 


thousands of people, everywhere this year. KYANIZE advertising brings prospects right 
to your store and the new 1929 displays sell them. Easy sales, quick turnover, repeat business 
and substantial profits! Use the coupon on the preceding page for complete information—no 
obligation. 


BOSTON VARNISH COMPANY 


Everett Station Boston, Mass., U.S. A. 


Printed in U.S.A 
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be"The cause % hid= 


deny bul Che negull ¢ “% 
known. ?’—Ovid. 


What makes a good gun? 
[t is something that you 
cannot see—an exper- 
ience dating back for 
many years—the scienti- 
fic analysis of steel—the 
careful making and test- 
ing of forgings—machin- 
ing to an unbelievably 
close tolerance — an in- 
finite number of meas- 
urements — rigid testing 
of the barrel and mechan- 
ism — causes which are 
hidden to the casual ob- 
server but which produce 
results that become 
known throughout the 
world. The world-wide 
reputation of Winchester 
Guns is due to such 
causes. [tis due to knowl- 
edge. methods and ma- 
terials which have no 
parallel in the history of 
gun making. And Win- 
Chester resuits are guar- 
anteed to all users by the 
*Winchester gy 
mark stamped into ft 

barrel and receiver of 
every Winchester Rifle 

and Shotgun. 
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You may have to mag- 
nify this mark to see it, 
but it is impossible to 
magnify its importance 
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This “Winchester Proof’—the mark of aristocracy 
in gun making—is stamped into Winchester barrels 
and receivers only after the completed gun has been 
rigidly tested with a heavy overload—greatly in ex- 
cess of the load for which that gun is intended. 


The gun is then most carefully examined to make 
certain that this tremendous over-pressure has 
produced no flaw. It is measured, for example, to 
make sure that the, head space has not opened up 
and that there has been no swelling of the chamber. 
The working parts are also scrutinized to be certain 
there has been no damage and that the gun opens 
up and operates in every other way with utmost 
ease. The barrel too is thoroughly examined and, 
if the gun, as a whole, shows no sign of strain or 
flaw, then and then only is it stamped with the 
“Winchester Proof’ Mark. This mark, in other 
words, is the visible sign of standards fulfilled—of 
known results achieved through causes that are hid- 
den. If you have no sign to show how other guns 
are made, you owe the protection of this mark to all 
your customers. 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. 


New York Office and Display Room 
312 Broadway 
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ATKINS A 
| ar SAWS 4S 


FOR THE SPRING TRADE 


THE FOUR HUNDRED— 

WORLD’S FINEST SAW “ 
This saw is the standard for excellence. Made 
from “Silver Steel”—Atkins exclusive formula; 
5 gauges taper ground; mirror polish; 
equipped with handle of solid rosewood and 
nickeled screws—Perfection Pattern—pre- 
vents wrist strain. 
The cutting efficiency of THE FOUR £4 
HUNDRED is unquestioned; its use : 
among better carpenters is becom- 
ing universal; its design is abso- 
lutely exclusive and distinctive; 
furnished in Regular, or Nar- 
a $5 ae 


Increase Your 


Sales and Profits / 


Every first class hardware store should stock this 

and other Silver Steel Saws. Your customers are 

bound to obtain SERVICE in all of the ATKINS 
QUALITY SAWS you sell. 


For yourself you will receive that “customer friendship” and 

confidence that only Atkins Silver Steel Saws command. 

Atkins No. 401 is the same grade of saw except it is Straight 
Back, and made in Regular Narrow Ship Pattern. 


Write for literature. 
“Pointers,” “Saws in the Home” 
“How to Sell a Saw” and Catalog 


Modern Manufacturing Methods Make Atkins Saws the Leaders 


E. C. ATKINS & COMPANY 


Established 1857 


Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 


Atlanta Minneapolis Portland 
Chicago New Orleans San Francisco 
Memphis New York Seattle 

Paris, France Vancouver, B. C. 


ASK FOR ATKINS NEW CATALOG 
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Getting the News 
While It IS News 
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Branch Office Representatives of Hardware Age 


EDITORIAL 


Cuicaco: J. ‘TTEN CINCINNATI: BURNHAM FINNEY 
1507 Ot Pog pide. 408 Union Central Bldg. 
ses ig Park Bldg. Boston: Gerarp FRazar 
CLEVELAND: F. L. PRENTISS MINNEapPOris: F. 8. SmItH 
1362 Hanna Bldg. 4216 Bryant Ave. 8S. 
he i : L. W. Morrerr 
536 Investment Bldg. 


ran in our local paper. We do quite 
a Int of advertising and we get a lot 
of helpful suggestions from your 
advertising articles. 

We are very fond of HARDWARE 
Ack and do not miss a single issue. 
(Signed) Max Washburn, 

CLEVELAND HARDWARE Co. 


I certainly enjoy Mr. Norvell’s 


ADVERTISING - 4 ~ 3s 
article each week—in fact, it is the 
on % * R. CRONKHITE hee er Bldg. G. Bioperrr first article I read after receiviny 
NDREWS peer i " 
1507 Otis Bldg. New Yorr: Coscrave HARDWARE AGE. J also feel that 
CLEVELAND: WILL J. FEDDERY 239 W. goth ‘St. HARDWARE AGE is the best magazine 


1862 Hanna Blag 
Boston: CHaunery F. Eworisa 
Room 230, 80 Federal St. 


SuBcRIPTION Price—United States, its possessions, Serete. Meztco, Oentral America, 
South America, Spain, and ite colonies. Ps XG $3.00; ears, $4.00. Foreign coun- 
tries, not taking domestic May omg ; ci vale 8, 25c. each, nea ae 
remittance should be made by Check. 5 et 0; 0 Mon ey Order, Bapress Money 
or Bank Draft, payable to HARDWARE Aon, too York. 

Member of the Audit Bureau of Circulations 

Member of the Associated Business Papers 








of its kind today. 
Kindly let me know when my sub- 
scription is due. 
Very truly yours, 
(Signed) J. Wm. CHASE, 
East Orange, N. J. 
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“One third 


more mileage”’ 


How would your 
SF Spo, customers like that? 


A. E. KELLOGG 


EAD the experience of A. E. Kellogg, of test. Under these conditions Mansfields give one- 
The Shanty Company, Cleveland. third more mileage than any tirethey haveever used. 


We have found Mansfield Tires give our custom- Countless other Mansfield dealers will tell 
ers many more miles than any tire wehaveever YOU the same thing. Wonderful tires—de- 


handled. The extra heavy non-skid tread is so _ lighted customers—growing business. 


designed as not only to give the necessary non- : z 
skid qualities but unbeatable traction. And-—a liberal franchise that means a sub- 


The quality of the cotton used in the cords is stantial profit on every tire you sell. 


obviously second to none and the rubber used __[f that kind of a proposition looks good to 
ie gy retains life during its long wear- you, write us for details. 


We have equipped several Police cars in this THE MANSFIELD TIRE & RUBBER CO. 
city and tires on these cars are put to the severest Mansfield, Ohio 


sFIELD 


DOUBLE a SERVICE 
uP 
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BY Liew S. SOULE 





Bee = 


EDUCATE THE PRICE BUYER 


States are Buying on Price.” At least that 

is what various business experts tell us. It 
is a serious indictment of the independent retail 
merchant who for years has stocked quality goods. 

The main reason why so many people are “price 
buyers” is that the public has been consistently and 
systematically educated on price. It has received 
comparatively little education on values. Despite 
the fact that the basic buying instinct of most people 
is to “get their money’s worth,” they know more 
about price than they do about worth. As a result, 
in many cases, they buy on price and take value for 
granted. . 

True—some people do buy on price from neces- 
sity. Today, they are greatly in the minority. The 
majority of the people buy some things on price and 
other things on a quality basis. Very few people 
buy all their needs on price. 

As an example, we recently saw a liveried chauf- 
feur carrying a bundle of small household articles 
from a Woolworth store to a Rolls Royce car. The 
woman who had bought those articles wore a mag- 
nificent fur coat and expensive jewelry. The auto 
salesman, the furrier, and the jeweler had sold her 
quality. The hardware and house-furnishings mer- 
chants had fallen down on their jobs. 

In a certain western city we watched a well dressed 
man buy several cheap tools in a chain store that 
makes no pretense of carrying quality goods. We 
followed him out of the store and spoke to him. He 
was a professional man and had bought those tools 
to use around his home. We spoke to him about 
radio and he fairly swelled with pride as he told us 
of having just purchased an expensive radio set. “I 
was afraid to take the cheaper sets,” he said; “I 
wanted to be sure of getting good tone quality and 
service.” 

“How about those cheap tools?” we queried. His 
answer was significant. 

“Oh,” he said, “I don’t think there is much differ- 
ence in tools except in the finish.” 


A hardware merchant had completely sold him on 


- | | NORTY per cent of the people of the United 


quality in a radio set, but had signally failed to im- 
press him with the value of good tools. His failure 
was particularly lamentable because tools are essen- 
tially hardware items. In the mind of the public, 
tools and hardware are very closely associated. 

The point we are endeavoring to establish is this: 
People are trying to buy correctly, but they need 
help. They need education in the value of quality 
merchandise. Unless they receive that education 
they will continue to be strongly influenced by price 
appeal. Educating the people to a realization of 
quality and value in hardware items is the hardware 
merchant’s job. His future depends largely on how 
well he measures up to that job. 

The majority of items carried in hardware stores 
are of a service type. They are specifically designed 
to fill certain requirements. Because of their very 
nature, the quality built into them by the manufac- 
turers is a vital factor. The manufacturer knows 
this ; the jobber knows it; you know it. 


Why, then, should the one person who makes 
business possible—the consumer—be kept in ignor- 
ance? Why should he be forced to gain his knowl- 
edge of quality values in hardware from the school 
of experience ? 

Is it because we are too close to our own business? 
Is quality and value so apparent to us that we take 
it for granted that it is equally apparent to every 
one? 

We repeat: People are not competent to judge 
values. Generally speaking, they know very little 
about quality hardware; how it is made, what it is 
designed to do, and why it will do its job well. They 
do not know why quality tools are more economical 
than*those which are cheaply made. They do not 
realize that true price is figured on a service basis; 
that it includes such things as how well the item will 
serve the buyer and how long it will continue to 
serve satisfactorily. 

Teach your customers the value of quality. Keep 
everlastingly at it. There is no alibi for the hard- 
ware merchant whose customers buy three hundred 
dollar radios and ten-cent tools. 


is | 
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F women make over 80 per cent of all department 
store purchases, there is no reason why, they should 
not buy a proportionately large amount of merchan- 

dise at the hardware store. Fowler and Sellars of White 
Plains, N. Y., come as close to making this ideal possible 
as any hardware organization in the country. 

Through special consideration for the comfort and 
convenience of their patrons a cheerful atmosphere is 
created for the feminine customer, even before she opens 
the door of the establishment. A special parking space 
in the rear of the store enables her to dispose of her 
car for the time being, knowing that at no cost to her- 
self it will be taken care of while she is making her pur- 
chases. At the entrance a swinging sign cheerfully pro- 
claims the fact that Jelly Glasses and Teakettles are on 
sale. This little sign is changed two or three times a 


An_ experienced 
woman shopper 
from Cleveland 
wrote this story 
after visiting 
Fowler & Sellars, 
White Plains, 
N. Y. 


Photos show windows 
and interiors of Fow- 
ler & Sellars store 


week, but always bearing on it an advertisement of some 
particular article that is timed for the current season, 
and of interest primarily to women. So apt are the 
suggestions that the customer is often tempted to stop, 
although going to a hardware store may have been fur- 
thest from her mind when she started into town to do 
her shopping. Women are indomitable bargain hunters 
and to a woman a swinging sign with a special adver- 
tisement on it is like the smell of quail in the nostrils of 
a pointer. 

As one enters the store a large supply of modern 
candles in attractive colorings greets the eye. These are 
displayed in a case well toward the front of the store. 
Immediately a party is conjured up in the mind of the 
feminine beholder, who will often supply herself with 
these commodities even though she may have no par- 

ticular need for them at the 
moment. Crepe paper doilies 
and all the thousand and one 
accoutrements necessary for a 
successful party repose in a 
case near the candles. In close 
juxtaposition is a case wherein 
articles suitable for bridge 
prizes or gifts are shown. This 
subtle combination is undeni- 
ably attractive to the average 
woman. Electrical appliances 
for household use are also dis- 
played in this most modern of 
departments. This sort of 
display will invariably attract 
a woman to an independent 
hardware store rather than to 
one the chain variety, since it 
is only in a store that has built 
a large following, through a 
period of years, that so many 
pains are taken for the con- 
venience of the customer. 
Chains, with their ever-chang- 
ing personnel, rarely achieve 
this intimate atmosphere. As 
one advances to the rear of the 
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Modern Woman 


Adventures in Hardware Buying 





store one’s eye is immediately attracted to the display of 
aluminum and colored enamel ware, flaunting their sheen 
and gay colors on shelves covered in modern black 
and white blocked oilcloth. A woman’s imagination is 
stimulated and she sees through her mind’s eye those 





same pots and pans on her own shelves at home. Near 
them on some more attractively covered shelves rest the 
aristocrats of supplementary kitchen appliances. Here 
are meat grinders, no longer commonplace in their iron 
nakedness, but painted in bright colors and even bearing 


SOLID BRONZE 


COMPLETE 
* 200 * 
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a hand-painted flower or two. Flour mixers are here 
as well, with candy thermometers close by, suggesting 
hours of leisure and additional time for play. The 
woman who can afford to indulge herself in these luxu- 
rious appliances cannot fail to be attracted to this depart- 
ment. Pot holders, tea towels, dish cloths, metal polishes 
and other cleaning necessities are all in close proximity 
to this department, so as to enable women to select their 
household needs with the greatest possible ease. This 
type of grouping leads to larger purchases and tends to 
make hardware buying a pleasure for the woman cus- 
tomer instead of a task as formerly, when pots and pans 
were arrayed between nuts and bolts, presenting a 
chaotic picture, disconcerting to even the most practical 
of women. 

Especial tact is displayed at Fowler and Sellars, in that 
their cheaper granite ware is in a separate display and 
grouped with the more ordinary types of kitchen utensils. 
This is especially good psychology, since the person who 
comes to purchase. granite ware would hardly be inter- 
ested in hand-painted meat grinders and vice versa. 
Every woman to her taste or to the capacity of her 
pocketbook, and if she cannot afford to indulge her taste 
it is much less deadening to her spirit, if she has not had 
intruded upon her horizon luxurious appliances when she 
is planning to spend 25 cents or 35 cents for a saucepan. 

Paints, oils and brushes and other household necessi- 
ties of a like nature are also displayed conveniently in 
one grouping at the rear of the store. Nuts and bolts, 
tack hammers and tool sets are displayed in logical se- 
quence, so that if a woman decides to step into this mas- 
culine realm she will have no difficulty in finding exactly 
what she wants in that department. 


The Hardware Sample Room 


One of the departments particularly attractive to 
women is the hardware sample rooms on the second 
floor. Here the woman who is building her own home 
can retire to select lock and knob sets, hinges and all 
manner of fixtures for her new house. Frequently it is 
her first experience and her imagination finds it some- 


what difficult to present an 

accurate picture as to how a 

particular lock or knob will 

look on the door of the new 

residence. F. & S. have com- 

pletely done away with this 

uncertainty by displaying these 

lock and knob sets already 

mounted on _ mahogany. 

Escutcheon plates are dis- 

played with the sets, thus giv- 

ing a very definite idea of the 

completed door effect. Hinges 

for doors are also mounted for 

this same reason. Entire 

groups of special lock and 

knob sets are kept in special 

cases, to be exhibited for use 

in period houses only. Through 

this method of display, cus- 

tomers are impressed and in- 

variably regard the judgment 

of the salesman as accurate. 

On this floor also are dis- 

played toys calculated to fas- 

cinate the most sophisticated 

parent and delight the child. 

These toy stocks are kept 

perennially fresh, as F. & S. believe that toys are a con- 
tinuous source of revenue rather than a periodic one. 

Auxiliary mahogany dining and living room furniture 

in company with lamps and complete breakfast room 

sets are also displayed on this floor so that a woman 

who has come to purchase hardware will often find 

herself attracted to a piece of furniture which she finds 

is destined to fill a neglected corner of her house. 


For the Lawn and Garden 


For the woman who likes to do her own gardening, 
seeds and smaller garden implements are displayed on 
the third floor. Here an expert salesman is employed 
who will not only advise but help her to plan her garden, 
if she desire it. 

On the fourth floor modern garden and porch furni- 
ture ‘holds forth in all its exotic colorings. Bird cages 
are placed close at hand to give atmosphere. Near this 
is arranged a large stock of unpainted furniture. For 
the woman who likes to putter about with paint and 
brush, this department offers an unlimited field for self- 
expression. Although adequate space is retained for the 
extensive selling of agricultural machinery and larger 
farming implements, these departments occupy a separate 
store, so that the woman shopping can make her pur- 
chases unhurriedly and surrounded by those things only 
which can be of actual use to her. From the exterior, 
whose striking windows run the gamut of displays 
ranging from skating scenes in winter to modern garden 
scenes in summer, from the first floor up to the fifth, 
where stoves and refrigerators are displayed, everything 
is arranged to gratify the sensibilities of women and so 
have a direct influence on the development of the store 
through the feminine following. 

It is an adventure in hardware buying when a woman 
enters a store of this kind and as such cannot fail to 
stimulate her buying propensities and hold and increase 


her accounts. 
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Wisconsin Convention Exemplified 
the True Badger Spirit 


ITH a spirit typical of the 
Wasser whose tenacity and 

fighting qualities are well 
known, 1000 Wisconsin hardware deal- 
ers assembled at Engelmann Hall in 
Milwaukee on Feb. 5, 6, 7 and 8 for 
their thirty-third annual convention. 
They emulated their aggressive state 
namesake in formulating plans, choos- 
ing weapons and selecting the most 


valuable points to strike in combating | 


present-day competition. 

P. J. Jacobs of Stevens Point, who 
has efficiently served the Wisconsin 
dealers as Secretary-Treasurer 
eighteen years, relinquished his office to 
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former Assistant Secretary B. Chris- 
tianson, also of Stevens Point. They 
have worked together for nine years. 
Mr. Jacobs will devote his entire time 
to the Hardware Mutual Insurance 
Company of Stevens Point, and in this 
capacity will still be able to promul- 
gate the thousands of close friendships 
made during his long connection with 
the association activities. 


for | 


sessions and the exhibitions were held 
in the centrally located Auditorium, 
where every facility for comfort and 
convenience was provided. 

Six hundred guests attended the ban- 
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| Entertainment was provided by the 






























Each session drew a capacity audi- 










ence, and speakers were assured of an 
interested, attentive group of dealers. | 
All features were conveniently ar- 
ranged and efficiently conducted. One 
thousand dealers were in attendance, 
and other visitors swelled the grand 
total to nearly 3500 persons. The ex- 
hibition embraced 150 booths, display- 
ing jobbers’ ware and manufacturers’ 
products. 

As is customary, both the business 
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voices. Bob Tamm’s Recording Or- 
chestra furnished dance music. 
The program closely followed the 


convention outline suggested by the 





| ° e | 
| quet and dance given in the grand ball- | 
| room of the new Schroeder Hotel. | 


| Lyric Male Chorus, Milwaukee, of 115 | 





National Retail Hardware Association. 





“Profit Building in the Retail Hard- 
ware Store” was the convention theme, 
and its more important phases were 
subdivided into subjects which were 
relegated to each session for individual 


| consideration. 


At the opening session on Wednes- 
day morning the topic was “Operating 
for Profit.” President Will M. Ott, 
Baraboo, in calling the meeting to or- 
der, presented the report of association 
acitivities, which related to the diver- 
sified and constructive work accom- 
plished by the Wisconsin Association 
in 1928. He said in part: “We are all 















P. J. JACOBS 
Retiring Secretary 















too anxious to follow traditions, and 
are lax to adopt the new order of 
things. Is the hardware dealer a leader 
or a laggard? ,We have been too slow 
in adjusting our business to modern 
merchandising. If we are to success- 
fully combat competition then we must 
use effective, economical and modern 
methods.. Think in terms of current 
consumer demand, forget the past and 
apply yourself to the future.” 
President Ott then introduced C. J. 
Whipple, president of Hibbard, Spen- 
cer, Bartlett & Co., Chicago, to speak 
on “Profit Building in the Retail Hard- 
ware Store,” who said in part: “There 
is nothing fundamentally wrong in 
either the wholesale or retail hardware 
business today. There is no more eco- 
nomic method of distribution than our 
own providing that the dealer and job- 
ber work together. One of “Henry’s” 
(Continued on page 43) 
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Pacific Northwest Dealers Convene in 
Spokane for Twenty-fourth Meeting 


Washington and Oregon gath- | 


H ARDWARE dealers from Idaho, 


ered at the Davenport Hotel 
in Spokane, Wash., on Jan. 30, 31 and 
Feb. 1 for the twenty-fourth annual 
convention of the Pacific Northwest 
Hardware and Implement Association. 
Inclement weather prevented a large 
attendance at the various sessions, but 
the discussions and speeches were high- 
ly instructive and were appreciated by 
all. 


L. M. Collins Opens Convention 


The convention was opened by 
President L. M. Collins, Fairfield, 
Wash., who included in his opening 
remarks his annual report. Mr. Col- 
lins reviewed his trip to the N. R. 
H. A. Congress at Boston in June and 
told of his visits to many large east- 
ern hardware stores. 

Secretary-treasurer E. E. Lucas, 
Spokane, in his annual report spoke of 
the visit of the H. W. Bervig of the 
N. R. H. A. staff and told of their 
traveling together over a wide terri- 
tory in Idaho, Washington and Oregon, 
holding group meetings and doing store 
planning for various retailers. 

This session was brouht to a close 
by an inspirational address, “Men vs. 
Forms,” delivered by Dale Strong, ed- 
itor, The New West Trade, Spokane, 
who said in part: 

“There is a lot of talk these days 
about mass distribution. We know this 
is the age of mass production, and 
lots of people infer that mass produc- 
tion leads to mass distribution. But 
does it? 

“There are some benefits to be ob- 
tained in mass distribution, so far as 
primary warehousing and transporta- 
tion is concerned, but the ultimate end 
and purpose of distribution is getting 
the goods to consumers, when and 
where they want them, this requiring 
individual retail outlets. Today we 
need more and better retail outlets than 
ever before, and the personality of 
those retailers counts for more than 
ever before. Distribution is finally an 
unmassing, not a massing, process.” 

The afternoon session had as a 
theme, “Buying for Profit.’ C. G. 
Jennings of Tacoma spoke on “Mer- 
chandise Selection and Competitive Of- 
ferings,” saying that it is often profita- 
ble for a dealer to have an over-assort- 
ment of merchandise rather than an 


under-assortment. Changing trends 
were said to have much in influencing 
| this selection. The speaker advised 
having competitive offerings, but 
warned not to try to meet all competi- 
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tive prices seen in the neighborhood. 
“Low prices,” said Mr. Jennings, “will 
not help sales if you do not advertise, 
display and follow modern merchan- 
dising methods.” 

“Buying Concentration” was handled 
by A. D. Sherrick, Opportunity. He 
advocated buying from one or two 
wholesalers, who will help and advise 
the retail dealer. F. K. Jackson of 
Montestano, Wash., spoke on “Team- 
work with Suppliers,” saying that 


L. M. COLLINS 
Retiring President 


J. C. LAMPERT 


Ist Vice-President 





| keeping vital records. 
| discussion that followed, many dealers 
| offered constructive suggestions. 





dealers are bound to benefit if they 
will meet jobbers half way with prob- 
lems. “Control of Stock” was dis- 
cussed by A. L. Barnes, Lewiston, 
Idaho. He advocated some method of 
stock control and the importance of 
In the general 


The 
summarizing address of the session was 
delivered by Herbert P. Sheets, man- 
aging director of the N. R. H. A. He 
told of the buying practices of Henry 
Brown and said that among the essen- 
tials of buying for profit were: to have 
the right merchandise in the right 
quantity at the right time and at the 
right price. 


“Operating for Profit” 


The second Henry Brown discussion 
theme, “Operating for Profit,” was 
discussed at the Thursday morning ses- 
sion. Among those who took part 
were R. A. Chenoweth, speaking on 
“Pricing the Merchandise’; I. G. 
Kjosness, “Reduced Clerical Force” ; 
F. A. Ernst, “Record of Clerks’ Sales” ; 
A. L. Callow, “Delivery Schedules,” 
and R. C. Gibson spoke about the ad- 
vantages of having a definite credit pol- 
icy. All talks were entirely practical 
and based on personal experiences. On 
Thursday afternoon the annual meet- 
ing of the policy-holders of the Wash- 
ington Hardware and Implement Un- 
derwriters was held. A. L. Jameson 
presided. The officers of the Under- 
writers who were reelected are: A. Z. 
Wells, Wenatchee, president; R. S. 
Erb, Lewiston, vice-president, and E. 
FE. Lucas, Spokane, secretary. 

Reconvening as the Pacific North- 
west Association, President Collins 
asked Mr. Sheets to make a résumé of 
the “Operating for Profit” discussion. 

An implement session was held on 
Thursday afternoon with John C. 
Lampert presiding. Various subjects 
of importance to dealers handling im- 
plements were brought up for discus- 
sion, and the proceedings of the 1928 
convention of the National Federation 
of Implement Dealers Associations 
were reviewed. 

In the evening an executive session 
followed a dinner of members and deal- 
ers. Dr. W. J. Hindley, executive di- 
rector of the Washington State Re- 
tailers’ Association, was made an hon- 

(Continued on page 44) 
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OREGON Association Met 
in PORTLAND, February 5, 6, 7 


HEN E. P. Lewis of Marsh- 
Wie completed his fifth term 

as president of the Oregon Re- 
tail Hardware & Implement Associa- 
tion and turned the gavel over to E. A. 
Franz of Hood River, his successor 
in the chair, a three-day convention, 
rich in the exchange of experience 
among fellow-dealers, was brought to a 
close. 

The most notable feature of the six 
sessions at the Multnomah Hotel, 
Portland, on Feb. 5, 6 and 7, was the 
attendance of many younger members 
for the first time. Although the pres- 
ence of Managing Director Herbert 
P. Sheets and Past-President George 
M. Gray, both of the N. R. H. A., and 
of Ray M. Hudson of the Department 
of Commerce, brought to the conven- 
tion a national viewpoint on the “Profit 
Program for Henry Brown,” which was 
the convention theme, the practical ex- 
positions by a score of members were 
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solved’ by thoughtful, hard-working, 
consistent retail merchants in almost 
every community. 

The convention opened Tuesday af- 
ternoon with an attendance of some 
50 dealers. Mayor George L. Baker 


of Portland welcomed the delegates to 
the city, and following an invocation 
and musical selection, President E. P. 
Lewis of Marshfield reviewed the Na- 





present perplexing problems are being | 


no less valuable in their proof that 








tional Congress at Boston. Secretary 
E. E. Lucas reported the association’s 
major activity for the year, the month’s 
field trip of H. W. Bervig of N. R. 
H. A. in planning stores and _ install- 
ing stock control systems among the 
members in October. 

In an address on “Men vs. Forms,” 
Arno Dale Strong took exception to 
loose talk on the subject of mass dis- 
tribution, claiming that distribution is 
an un-massing process and that it is 
the personality and magnetism of men 
and the service that they perform which 
attract and hold retail trade. Mr. 
Strong believes that big business has 
not excelled in social contacts or hu- 
man relationships. 


Ray M. Hudson on Simplification 

Ray M. Hudson, assistant director 
of commercial standards in the Depart- 
ment of Commerce and in charge of 
the Program of Simplification, then 
addressed the meeting with a slide-illus- 
trated exposition of the importance of 
simplified practice in increasing profit. 
“There is no short and easy road to 
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greater net profit,’ said Mr. Hudson, 
“but cooperation, elimination of waste, 
simplification and concentration will 
make the journey easier. 

“Profits are not earned; they are 
saved,” he continued, and proceeded 
to outline an efficient program of busi- 
ness conduct to plug the leaks. Since 








80 per cent of the business comes from 
20 per cent of the varieties, adherence 
to the program of simplification and 
standardization is of major importance. 

The second session Wednesday morn- 
ing covered “Buying for Profit.” M. 
K. Hedge of Portland called attention 
to the importance of new lines and 
an appeal to women in selecting mer- 
chandise and offering stocks to meet 
competition. 

“Buying Concentration” was the sub- 
topic covered by President Lewis, and 
he likened the relationship of a mer- 
chant to his source of supply to that of 
the merchant’s most loyal customer. 
“He can get any favor, any conces- 
sion, any special service we can give.” 
The saving of time in buying and the 
simplification of stocks were cited as 
other advantages of concentrated pur- 
chasing. 

In a general discussion of “Sufficient 
Margins,” W. A. Hudelson, North 
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Powder, suggested that 10 per cent 
| above overhead should be the average 
mark-up. 

“Team Work with Suppliers” was 


also handled from the floor, with a 
general sentiment that the wholesalers 
of the Northwest are extending hearty 
support to the country dealers, and that 
their most valued service can be in 
offering a line of merchandise to meet 
chain and mail competition on which 
(Continued on page 44) 
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Remember when you were just a kid, 
There lived in the neighborhood where you did 
A kindly, genial, happy man, 

Whom all the folks called “Uncle Dan.” 


He fixed your sled, your skates, your cart, 
Your kite, your stilts, why, bless his heart, 
There wasn’t a thing he couldn’t do 

And he was always ready, too. 


And remember that other old grouchy cuss, 
Who was always ready to start a fuss? 
He’d laugh at you if your cart was broke— 
Another’s misfortune was his best joke. 


He referred to children as “little brats.” 
He hated dogs and he hated cats. 

His hobby seemed to be throwin’ stones. 
The neighbors called him “Old Jones.” 


The boys you know will be men some day, 
A-lookin’ back in this self-same way, 
Thinkin’ of men they used to know 

And whether they loved them, yes or no. 


We may not be on earth to see, 

But they’ll be thinkin’ ’bout you and me. 
Shall Henry be “Old Brown,” the crank, 
Or will they call him ‘Uncle Hank’? 
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First Vice-President 


ARDWARE men talking each 
H other’s language, telling freely 

their own ideas and experiences 
and participating very enthusiastically 
in all discussions, made the twenty- 
seventh annual convention of the New 
York State Retail Hardware Associa- 
tion an event which will long be re- 
membered as a very definite contribu- 
tion to the general improvement of the 
hardware business. The convention 
was held at Rochester Feb. 5 to 8, with 
sessions and the exhibits at Edgerton 
Park. Secretary John B. Foley, Syra- 
cuse, well known for his geniality and 
efficiency, is to be congratulated for 
the fine program and the prompt, ac- 
tive attendance of members. 


The President’s Message 


President Martin Van Dussen, Roch- 
ester, opened the convention Tuesday 
morning, outlining the nature of the 
program. He reviewed the work of 
the organization during the past year, 
commented on the last National Con- 
gress and offered three definite recom- 
mendations for the association’s future 
activity. These included the develop- 
ment of group meetings until all sec- 
tions of the State are reached at least 
once a year; and the continuance of 
mid-year directors’ meetings with suf- 
ficient advance notice to permit all 
members an opportunity to send in 
suggestions for action. Mr. Van Dus- 
sen also suggested that the secretary 
or his official representative be em- 
powered and urged to voluntarily crit- 
icize the arrangement, care or person- 
nel of any store conducted by a mem- 








FRANK H. STICHT M. VAN DUSSEN _ W. H. HEFFELFINGER : JOHN B. FOLEY 


Retiring President 


New President 





ber and that he be urged to definitely 
make suggestions for improvements. 
Tuesday’s theme was, “Buying for 


Profit.” George W. Tucker, Skaneate- | 


les, opened the discussion, engphasiz- 
ing the fact that many lines popular in 
the past were no longer actively in de- 
mand, due to changes in living habits, 
which, instead of merely eliminating a 
former source of revenue, had in most 
cases created a market for a much 
larger and more profitable line of mer- 
chandise. 

Te. OS. said 


Hammond, Rochester, 
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New York State Studies Henry Brown 
A Convention Of and By Hardware Men 


goods well bought defied competition, 
but stressed that by well bought he re- 
lated chiefly to value and not to price. 

S. H. Skinner, Sherman, urged con- 
centration of purchases, and said a 
dealer could not be a good customer 
for every supply source, but that the 
concentration of buying made him a 
more important customer, and enabled 
him to avoid duplication of lines. He 
spoke also on the importance of dis- 
counting bills, saying that his discounts 
for one year permitted the purchase of 
a new 1¥4-ton truck. 

E. A. Mahoney, Schenectady, ad- 
vised dealers not to worry about highly 
competitive items, but to keep tabs on 
such goods and know something about 
the prices they were facing. He urged 
the use of odd,amounts in visible pric- 
ing. 

Charles G. Ralph, sales manager, 
Burhans & Black, Inc., Syracuse, ad- 
vised dealers to keep close tabs on their 
stocks, so they could tell easily all con- 
ditions. Without some control he said 
they often bought goods not needed, 
and failed to buy merchandise that was 
needed. 

Joseph Bertram Jowitt, Show Card 
Editor, HARDWARE AGE, gave a short, 
practical talk, and demonstration on 
show card lettering, and invited mem- 
bers and their associates to consult him 
at the Harpware Ace booth for fur- 
ther instruction. It is interesting to 
note that his hourly demonstrations at 
the booth were always crowded. 

The first session was reviewed by 
Paul J. Stokes, Director, Research Ser- 

(Continued on page 42) 
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CHAPTER 3 


Thick and Thin Alphabet, O to U 


By JOSEPH BERTRAM JOWITT 


HE Thick and Thin Roman al- | 


phabet can be read at a greater 

distance than any other type or 
design of lettering; for this reason 
alone it is to be recommended for 
directory department signs. 


SPARK 


Black cards lettered in white make 
| about the most serviceable and _ at- 
| tractive directory signs which may 
| be suspended over eath department 
on invisible wires. 
| Signs of this character serve two 
| purposes, they direct strangers with- 
| out compelling them to ask location 
| of a certain department from a busy 
| clerk, and they also act as a sugges- 
tion or reminder of some article the 
customer intended to purchase. They 
lend a very systematic appearance to 
the store interior. 
The size of these signs, of course, 
| depends on the space available, but 
if possible they should all be uniform 
‘in length and width. Cardboard 
comes 22 x 28 in. This gives a choice 
of two sizes, either 11 x 28 or 14 x 
eee 
It is advisable to omit the word 

| Dept. on each sign. This will leave 
more room for lettering, and -keep 
| the sign from appearing crowded. 

The two illustrations, one round 
and the other square, shown on the 
accompanying plate offers a mechan- 





ical idea for the beginner to group 
or separate the round letters from the 
square letters. The letters O, Q and 
S are made within the circle, while 
the letters P, R, T and U are made 
within the square. 


"4 H.P. 


MOTOR | 


W2. 
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The readers’ attention is directed 
to the arrows and numbers which il- 
lustrate the course to pursue in learn- 
ing to outline the Roman letters O, 
Ae ay th. 45. We 

First draw two horizontal guide 
lines about two inches apart (two- 
inch letters being about the best 
height for practice work), then se- 
lect a small brush for outlining, a 
number 4 or 6 brush, dip this in the 
ink about three-quarters its length of 
the hairs, proceed to work the ink 
into the brush and roll it to a point 
on a piece of cardboard or glass. 
Starting with the letter “O” at the 
top guide line, holding the brush as 
you would a pencil, the fingers almost 
touching the hairs, make stroke No. 
1 in one sweep of the brush, as the 
arrow indicates. 

Some beginners prefer to make 
these strokes first with a pencil and 
then re-trace over the pencil strokes 
with the brush. The letters P and 
R are made in the same way, the tail 


} 


of the R being the only difference. 


more practice than the others on ac- 
count of the many strokes and sweeps. 
Be careful to follow the directions 
of the arrows and numbers. 

Some beginners make the mistake 
of setting too high a standard for 
their first attempts at lettering. Of 
course, there is always room for im- 


us. But we should remember that 
we had to creep before we could walk. 
If the beginner will only remember 
to keep his lettering as far away from 








the outside edge of. the card as pos- 


Bele) 


The letter S will require a little | 


provement even among the best of | 





sible and leave plenty of open space 
between lines of lettering, his “first 
attempt” cards will have a much bet- 
ter appearance. 

A rough sketch (just a single pen 
cil line for each letter) should be 
made on the card before attempting 
to letter ; this will give a general idea 
of how the letters will look when fin 


ished. 

As these letters are all the same 
width in strokes, it is well to allow 
the width of a brush stroke between 
each letter and the width of a single 
letter between each word. 











as one of the units for measuring business condi- 

tions. When they are increasing rapidly, it is taken 
as proof that the wage earner has steady employment at 
good wages and therefore manufacturing and other in- 
dustries are at a high tide and the country is prospering. 
When deposits lag and withdrawals increase and totals grow 
only because of the compounding of interest, then it is 
evident that conditions are wrong. The people’s savings 
serve the economist in the same manner as do the curves of 
bank clearings, staple raw materials and products, exports 
and imports, money rates and the like. 

Of late years, however, confusion has risen as to volume 
of savings. Some of the figures authoritatively given out 
do not truly represent them. The commercial banks have 
established savings departments, whose deposits have leaped 
to stupendous figures, Their clientele is very different from 
that of the savings banks proper, where most of the people’s 
savings are deposited. Of course, the savings departments 
of commercial banks also hold huge amounts of this money, 
but by far the greater volume of their deposits come from 
a very different source, namely, corporations and investors 
and others who have large sums of money idle for the 
time being and take advantage of the opportunity offered 
to let dormant funds earn a substantial rate of interest. 

Such individual deposits of millions of dollars are com- 
mon enough. In other words, much of the money on 
deposit in savings departments in no sense represents sav- 
ings as the term has been generally known. 

The figure given out by the American Bankers’ Asso- 
ciation of total savings in the banks of the United States 
at the end of 1928 was $28,412,000,000. The gain made 
in the twelve months was $2,332,000,000, a colossal and, 
on the face of it, a most heartening figure. Technically 


M ONEY savings of the people have long been reckoned 





People’s Savings a Business Barometer 





it was correct. But, if in considering it one has in mind 
the savings of the people, it was a prodigious exaggeration. 

Of this total of deposits, over 12 billions was in savings 
departments of national banks and trust companies and 
represented a gain of 11% billions. 

The share of State banks was nearly 8 billions and 
private banks held a small quota. The mutual savings 
banks, on the other hand, had deposits of $8,660,000;,000, 
and their gain in the year was $621,000,000. The figures 
of these banks used to be considered exclusively as the 
economic measuring unit. Bank men seem to agree that 
for the particular purpose the old practice should continue 
and all deposits in other classes of banks should be dis- 
regarded. . 

It has been frequently suggested that even the deposits 
of mutual savings banks may have lost some of their 
dependability in this connection, because of the much 
higher limits to which individual deposits and their ac- 
cumulations may go. The theory is they may attract large 
amounts of investment funds as distinguished from people’s 
savings. Experience seems to prove that such is not the 
case. In Massachusetts, for example, in 1910 the limit 
of deposits for an individual was $1,000 and the limit to 
which the account could accumulate, $2,000. In 1928 
these limits had been raised, respectively, to $4,000 and 
$8,000. Yet the increase in average deposit was hardly 
commensurate with the decreased buying power of the 
dollar and the higher earning power of the people. In 
1910 the average account of 2,100,870 depositors was 
$366.88. In 1928 the average account of 2,929,005 depos- 
itors was $674.97. Mutual savings bank deposits as se- 
gregated from the mass of deposits of othér classes of 
banks probably still retain their barometric value. 
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Notes on Foreign Trade 


By SAUNDERS NORVELL 


NCE I was told the difference between principles 
6) and policies. I was informed that principles are 

fixed and should never be changed, while policies 
can be changed from time to time. 

Another time I was told that exceptions always im- 
press us far more than the regular course of events, and 
for that reason, unless we were very guarded, we would 
be governed by the exception just because the exception 
was more impressive. 

This leads to the thought that when we are convinced 
a certain principle is right, we should not be unduly 
disturbed by those cases where the wrong methods 
adopted, when errors made, would lead one to believe 
that the principle itself was wrong. Where does this 
philosophizing lead ? 

I believe that the best way to build up a business be- 
tween any two countries is for the two countries to get 
well acquainted with each other. Business will never 
be on a satisfactory basis as long as countries do not 
understand each other. As long as they do not have 
personal contacts, so long as there is no human fraternity 
of feeling. 

If this principle should be admitted, then the next 
question is how we can bring about this fraternity of 
feeling. All of us know that our most impressionable 
years are when we are in our youth. The contacts we 
make in our youth affect us all the rest of our lives. As 
we grow older, we are inclined to become somewhat set 
in our ways and in our ideas, and the average older 
person is not given very much to seeking changes, mak- 
ing new friendships or departing from the habits of a 
lifetime. 

If this is true, which I think will be admitted, then in 
order to find this fraternity between nations, we must 
look to the young. What I am driving at is this: I 
believe the best method that could be devised to build up 
a business, for instance, between the United States and 
any foreign country, would be to send our young men 
from this country to work in these other foreign coun- 
tries, and to have these other countries send their young 
men to live and work with us. Three or four years’ 
residence in a foreign country, I believe, would lead to 
an understanding, to an appreciation of the good points 
of this foreign country, and also to a sympathetic atti- 
tude toward their problems. 

There are many things that Americans must learn 
about foreign countries. These countries frequently 
have customs that at first sight to us appear, to say the 
least, to be very unusual. However, when the causes of 
these customs are explained, we see the common sense 
of them under their conditions. 

Let me illustrate this with a very simple anecdote. I 
took a train at a seaport in a Central American city, 
and, in order to hold my seat, according to the American 
custom, I put my grip and overcoat on the seat. Then 
I walked out on the platform to watch the crowd, while 
I smoked my cigar. When the bell rang for the de- 
parture of the train, I went to my seat and found my 
coat and grip deposited in the aisle of the train, while 
the seat was occupied by two colored men. Naturally, 
I was indignant. I remonstrated, but as they spoke 
Spanish, while my conversation was in English, we did 


not get very far. Finally, the conductor arrived and 
found me another seat. He spoke English perfectly. 
Afterwards, he came and sat with me, and he explained 
that in this country colored labor was very scarce; that 
in order to get labor to come there and do their work, 
they had to treat them very well indeed. 

“Now,” he said, “in our country it is not customary to 
hold a seat in a train by depositing your grip on the 
seat. The only way to hold the seat is to sit there your- 
self. These two colored men were entirely within their 
rights to take your seat, according to our custom. The 
conductor of a train has to be very careful indeed not to 
treat these colored people in such a manner that they 
would gather the impression that because you are a 
rane, man, I considered you in any manner superior to 
them.” 

Now, you see the point. After this explanation, I 
understood the matter, even if I wasn’t entirely satisfied. 
I was broad enough to see the point of view of the coun- 
try in which I traveled. 

There is another thing that international travelers 
should remember, and that is, that they are guests in a 
foreign country. Just because some of the customs you 
see are unusual and different from yours, as a guest, you 
should, to the best of your ability, accept these customs. 
When you visit a home, you naturally adopt the habits 
of the home you are visiting. 

I have known Protestants, for instance, in visiting a 
Catholic country, insist upon standing with their hats 
on their heads when a religious procession would pass. 
That always struck me as the height of provincialism. 
What harm does it do, when all the people around you 
kneel and take off their hats, for you to do the same? 
You may not have any spiritual uplift from the perform- 
ance, but, at the same time, you are showing your good 
manners to the country in which you are a guest. You 
are not shocking their sensibilities by violating their 
customs. 

As all world travelers know, it is customary in many 
countries, when a funeral passes, to remove the hat. 
Everyone does this. Your taxicab driver will do it. I 
have seen some of my own countrymen sit stolidly in 
their taxicab or stand on the street with their hats firmly 
planted on their heads, when everyone around them 
showed their respect for the dead by removing their 
hats. In my opinion, to say the least, it would not have 
hurt these Americans very much to have taken off their 
hats, too. 

But the point of this article is that we should invite 
and encourage the young men of foreign countries, with 
whom we do business, to come and visit us and work in 
our country. We should encourage our young men, in 
turn, to visit these other countries, accept a position, and 
learn to know these foreign people. 

Now, in emphasizing this point, I must write with “a 
smile and a twinkle of the eye” that I am not indifferent 
to the fact that sometimes even though the intention 
may be the best in the world, serious complications arise. 
This is what I mean when I say often when the principle 
is correct, the method that is used in demonstrating the 
principle may be wrong. 

How well I remember when I was in the hardware 
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jobbing business, one of our foreign customers, a very 
good customer who sold a very complete line of our 
special brands, asked if we would not allow his son to 
come to the United States and work for us for two years. 
The proprietor of this business also requested that we 
pass his son from one department to another, so that he 
could gather just as much information about American 
methods of doing business as possible. The salary to 
be paid the young man was a matter of no importance. 

So the son was invited to come, and in due course of 
time he arrived. He was a bright young fellow, very 
pleasant manners, a very keen mind and acceptable in 
every way. He modestly took his position in a certain 
department and was sober and industrious. He followed 
all the rules of the house, and we had no trouble with 
him whatever. In fact, he became very friendly with 
our employees, and we thought a great deal of him. 

Let me repeat, that we sold his father’s house a very 
complete line of goods in the hardware line under our 
special brand. In other words, these goods were made 
for us by various manufacturers, branded with our 
name, and we sold them practically as our own goods, 
but we did not manufacture them. 

At the end of two years, this young man returned 
home. We gave him a farewell dinner. We were sorry 
to part with him. When he returned to his own country, 
he was given an important position by his father in the 
Buying Department. Then things began to happen. We 
noticed, in glancing over the records of our sales to this 
foreign house, that they discontinued buying first one of 
our lines and then. another. As time passed, the account 
fell off. 

Upon investigation, we found that the young man 
who visited us had gathered the names, which he could 
easily do, of every manufacturer who made our various 
special brands. He had also made it his business to find 
out the prices at which we bought the goods. As soon 
as he returned home, he had opened up correspondence 
with these various manufacturers, and, I regret to say, 
in the course of time he bought practically all of these 
lines direct, and I am quite sure he bought them at 
prices that were very close to our costs. 

Now this probably was an exceptional experience. [ 
do not know ethically whether we can blame this young 
man or not. He was sent to the United States to gather 
information, and he gathered it! Naturally, when he 
returned home, we could not blame him for using the 
information he had gathered. 

Then, taking a broad view of the situation, even if our 
house did lose the business on their special brands, prob- 
ably the United States, as a whole, sold this foreign 
concern more goods than they had ever bought in this 
country before, and I am quite sure the young man who 
spent two years with us understood our American insti- 
tutions much better than if he had remained at home. 
Therefore, while our house lost in this transaction, prob- 
ably the country gained. 

There was another case: A young South American, 
under similar circumstances, came to work in our 
Foreign Department. When he arrived, a letter also 
came from his father, addressed to the president of our 
company, in which he requested the president to take his 
son home into his family and look after him. Not un- 
derstanding some South American customs, this request 
from the United States point of view would have struck 
us as being very unusual. However, we happened to 
know that it is quite customary in a number of Central 
and South American countries for employees to live in 
the home of the proprietor of the business. 

Therefore, arrangements were made for this young 





man to have a room in the home of the head of our 
Foreign Department. Then the trouble started. This 
young fellow’s father was a very important and well to 
do man in his own country. This young man had been 
brought up, as we say, with a “silver spoon in his 
mouth.” He was not accustomed to steady, regular 
work. He was very fond of the white lights in the 
evening. He would not attend to business. He became 
mixed up with bad companions, and soon was head over 
heels in debt. We were being bothered by collectors 
coming around to garnishee his salary. This young 
fellow was the cause not only of trouble but of a great 
deal of embarrassment. At last, we were compelled to 
cable his father and finally one of his relatives came to 
this country to take the young man home. This led to 
bad feeling between our house and the house of this 
foreign customer, and ultimately was the cause of our 
losing the account. 

I might give a number of other experiences. One 
young man, who was a member of a very old and aristo- 
cratic family in Spain, came to our house for training in 
American methods. He remained in the house about a 
year, and his services and conduct were quite satisfac- 
tory. Then we sent him to Cuba on a business trip. 
Before he left, he told the head of his department to 
open all mail that came for him. 

Shortly after his departure, one of the most beautiful 
letters I have ever read came from his mother in Spain, 
chiding him for selling practically all of the timber on 
their country estate. It seems he did this without her 
knowledge or consent to pay off his gambling debts. | 
remember she said in her letter that none but the families 
in the lowest depths of poverty in Spain ever sell and 
have the trees on their estates cut down. It was a 
pathetic letter. Irom this letter, we could see why the 
young man had been sent to the United States. Evi- 
dently his family thought a change of air would be good 
for him. 

Now the strangest thing happened. He was arrested 
in Cuba for having passed forged checks in a certain 
city on a visit there two years before. He was put in 
prison and his lawyer cabled us for instructions. We 
sent the manager of our Foreign Department to Cuba 
to get matters straightened out. It cost us a very large 
sum of money. Of course, after reading the letter from 
his mother, all of us avere convinced of his guilt. We 
hadn’t the slightest doubt about it. We made up our 
minds that he was a crook and a weakling. 

Now, here comes the strange part of the story. After 
a trial and the paying of fines getting him out on bond 
and a lot of red tape in Cuba, it developed that it was a 
case of mistaken identity. This young man had never 
been to Cuba before, and when the photograph of the 
crook was shown, they looked like twin brothers. After 
a lot of trouble and expense, we shipped this aristocratic 
young scion of Spain back to his native country. 

These cases that I am citing are not very encouraging. 
Nevertheless, I maintain the principle that an exchange 
of young men is the best basis upon which to build up 
business between countries. I have known of many 
other cases where young foreigners have come to this 
country and have done very well indeed, have returned 
home and have become good customers of our -mer- 
chants. In citing the above cases, I realize that they are 
the exceptions and they make an interesting article just 
because they are exceptions. 

The point I wish to make, however, is that in sending 
young men either from the United States to foreign 
countries, or from foreign countries to the United States, 
(Continued on page 74) 
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Should Women be Employed 


to Se 


Hardware? 


Further Comments from Readers on this Question Agree that Carefully 
Chosen Women Are Particularly Efficient in Selling Housefurnishings 
and Other Merchandise in Hardware Stores 


Women Very Satisfactory 


“We have used women in selling po- 
sitions in the store at various times, 
and have always 

found them very 

satisfactory. Our 

present saleslady has 

been here two years, 

and has nominally 

had charge of the | 

kitchenware an: the | 

china department, | 

but has worked any- | 

where in the store 

very acceptably. As | 

D. E. BILLMAN ,¢ as | know, there 
has never been any criticism, although | 
| imagine some men would rather not | 
tools or certain other articles 





buy 
from a woman. | 

“With our experience we would not | 
be without a woman in the store, but, | 
of course, there is a difference in 
women. I imagine that some of them | 
would not take so well, but I think | 
that every store that caters to women’s 
trade should also have a saleswoman.” 

(signed) Dan E. Bittman, 

President, Billman’s, Inc., Minneapolis. 


“We are at present using women 
in our retail store and expect to 
use a larger number in the near 
future. The smaller merchandise 
on tables and household ware, does 
not in our opinion, warrant the ex- 
pense of a male salesperson.” 


(signed) G. G. Jones, 





Vice-president, Mohr-Jones 
Hardixare Co.. 
Racine, Wis. 


A Wonderful Asset 


“We would not think of operating | 
a hardware store without a lady clerk. 
We find ours a wonderful asset to a 
hardware store, as many women pre- 
fer to trade with a lady in so many 
instances wherein they understand 
cooking and baking. We find in sell- 
ing waterless cookers our lady clerk 
has cooked and is doing cooking with 





employees. 


this particular type of utensil and un- 
derstands it thoroughly; therefore, it 
is not surprising that she sells as many, 
if not more, than all the rest of the 
clerks combined. 

“I truly believe that any hardware 
store with four or more clerks should 
have a saleslady. I might add that 
we do not employ a young lady in this 
department. We prefer one who has 
done cooking in a practical way, one 
who has passed the age of twenty- 
five years and has good, common sense. 

“With us, this type of clerk is much 
more adapted to this position. and 
should we lose the lady clerk we have, 
we would certainly start another at 
the very earliest time possible.” 

(Signed) O. V. Hanson, 
Hanson Hardware Co., 
Rochester, Minn. 


Women Could Displace Men 


“Our experience with women selling 
hardware has been very satisfactory. 

“Our only grief 
has been the turn- 
over of this sort of 
help. Getting the 
right sort—training 
them and then hav- 
ing them leave is not 
at all pleasant. 

“We have _ had 
several in the past 
seven years but have 
yet to find one (and 
we have had some 
good ones) that will average up in 
sales and general usefulness with male 


S. G. BARTEL 


“There is, however, a place for 
saleswomen in the majority of hard- 


| ware stores and one that they can fill 


in a splendid way. Many stores would 
do well to eliminate some of their male 
help and replace them with women. 
“We have had no criticism on hav- 
ing a woman selling hardware in our 
store.” 
(signed) S. G. Barret, 
The E. M. Bush Hardware Co., 
Evansville, Ind. 





As Competent As Men 


“We have employed a woman for ten 
years. She has charge of our Toy Dep’t 
in which we carry a 
complete line the 
year around. When 
it is quiet in that de- 
partment, she waits 
on trade in_ the 
H ouse furnishing 
Dep't. We consider 
her as competent as 
any salesman we 
have. 

“By saleslady we 
do not mean the * J- Scare. 
kind that are ordinarily found in the 
10c. store, as to our mind they are a 
detriment to any business. We think if 
a saleslady were given charge of the 
Household Department of any hard- 
ware store, she would keep the stock 
cleaner and better arranged than the 
salesman, who is supposed to sell all the 
different articles usually carried. We 
have never met with any criticism from 
our customers in respect to the sales- 
lady, in fact, have customers who re- 
quest that she wait on them.” 

(signed) FranK J. STAHL, 
Stahl’s Hardware. 
Lansing, Mich. 


“While we do not employ a lady 
in our housewares department, we 
are inclined to think well of it, 
and have considered it for some 
time. We believe if a careful selec- 
tion of the lady for the work is 
made, our customers will be much 
pleased with the arrangement.” 

(signed) Harrison-Hancock 

Hdwe. Co., Inc., Pulaski, Va. 


Not Debatable 


“The question is not even debatable 
in our opinion. Without a competent 
saleslady in charge, the houseware de- 
partment would be entirely out of 
place with present-day methods of do- 
ing business. First, the young lady 
who is competent lends prestige to the 
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department and can tell most men more 
about cooking utensils and houseware 
than they ever knew. In other words, 
when a lady tells a customer about the 
houseware items (if she is really 
posted), it sticks and brings in the 
proper returns, assuming the goods 
are the kind that should be carried 
in its locality and prices are right with 
proper displays. 

“For many years we have used lady 
salespeople, and we find them more 
painstaking, better suited to the line, 
and believe they will stay on the job 
closer. It’s entirely proper that every 
wide-awake hardware store should 
have a trained saleslady in charge of 
the houseware department, and in our 
judgment they can be trained to sell 
ranges and refrigerators also. 

“Take, for an instance, dinnerware, 
aluminumware, tinware, glassware, kit- 
chenware, cooking utensils of all kinds, 
counter hardware that you see in the 
chain stores, all can be kzendled to an 
advantage with a young lady in charge 
of this line. The facts are, we believe, 
a well-organized hardware store can 
use more than one saleslady if the 
building is as much as 50 ft. wide, for 
the display tables will require more 
than one, and less men.” 

(Signed) R. H. Gampri_t, 
Abilene, Texas. 





Fine for Certain Depart- 
ments 


“For some years we have had 
women salespeople on our floor in con- 
nection with the 
house furnishings 
and cutlery depart- 
ments. Recently we 
decided to go out of 
the housefurnishing 
goods and also cur- 
tailed our cutlery 
lines and at that 
time discharged the 
one remaining sales- 
lady. 

“I believe that a 
good saleslady in charge of house- 
furnishings is an asset to that kind of 
a department. I do not approve of 
them in’ regular tool departments, 
hardware departments, or any other 
part of a hardware store where most 
of the purchasers are men. I believe 
in a highly specialized store like we 
maintain, even ladies that come here 
to purchase would rather have a trained 
salesman wait on them, than a girl. I 
doubt very much that we will ever 
employ girls again in our retail store.” 

(Signed) J. R. Raymer, 
Raymer Hardware Company, 
St. Paul, Minn. 





J. R. RAYMER 








Indispensable to Carter 
Hardware Co. 


“We are in a town something over 
10,000, and have had a lady clerk for 
more than five 
years, and we 
would not like to 
get along without 
a lady clerk. Our 
experience has 
been that they ex- 
ercise quite an in 
fluence in keeping 
the stock clean and 
well arranged. The 
right lady can sell 
more household 
wares, dishes, glassware, silverware. | 
gift goods, cutlery and even house- 
hold paints, which women buy, than 
the average man will do. 

“We have had very little objection 
from our trade on account of having 
a woman clerk although we have in- 
dividual customers who prefer that 
she does not wait on them. In such 
cases she has instructions to make no 
effort to wait on them, or only ask if 
there is something she might do for 
them, should the men be busy. The 
customers who object to a woman clerk 
are the same type who object to being 
waited on by certain men, and in my 
opinion it would be about as hard to 
get all men clerks who no one objected 
to as to get a lady clerk who everyone 
would be pleased to have wait on them. 

“I believe that in any store that is 





C. C. CARTER 





seeking the women’s trade there should 
be at least one woman clerk, it | 
makes the women feel more at home, 
and they will spend more time in the 
store where there is a woman than 
otherwise, and in my opinion the lady 
clerk does not have to be such a whiz 
of a saleslady if she has the correct 
personality and can make the women 
feel free to come into the store, stay 
as long as they please, buy as little as 
they care to, and feel free to come 
back again.” 
(Signed) C. C. Carrer, 
The Carter Hardware Co., 
Carthage, Mo. 
and an N. R. H. A. Director. 


as 








“We have always been of the 
opinion that a saleslady could be 
employed to a distinct advantage. 
With the evolution of hardware 
merchandising to the use of open 
top display fixtures, explanatory 
signs, price cards, and the simpli- 
fying and assisting of the consum- 
ing public, women on the sales 
force in hardware stores should 
have due consideration. 

“As to our local condition, we 





| coupled 








have never investigated, therefore, 
could not state, if the majority of 
our customers would object or 
favor the employing of a sales- 
lady.” 
(Signed) Woop-Davis 
HARDWARE Co., 

Sante Fe, New Mexico. 


Easier to Keep on Sales Floor 


“We now have woman clerk 
which we have had but a short time. 
We find having a woman we have a 
cleaner store, as they have more time 
than the men for details, such as dust- 


one 


| ing and arranging small articles. We 


also find that it is easier to keep a 
woman on the sales floor, as the men 
are more apt to be in different parts 
of the building on service work of 
some nature. 

“After our short experiment we feel 
that a woman clerk is a permanent in- 
stitution with us.” 

(Signed) L. S. Ryan, 
The Ryan Company, Little Falls, Minn. 


A Valuable 


“T believe wom- 
en can be em- 
ployed in a hard- 
ware store to very 
good advantage, 
considering their 
natural aptitude to 
keep everything 
clean and in order, 
with the 
knowledge of 
knowing what is 
needed in the home, 
makes her a valuable asset to a pro- 
gressive hardware store.” 

(Signed) Artuur E. Moreau, 
J: J. Moreau & Son, 
Manchester, N. H. 


Asset 





A. E. MOREAU 


“We have employed a young 
lady in our store for the past year 
and believe it has been to our ad- 
vantage. A lady has better taste in 
the arrangement of household 
wares than a man, and our sales- 
lady devotes most of her time to 
this department. 

“We have never had an expres- 
sion from our customers concern- 
ing the matter. However, il 
appears to be a satisfactory ar- 
rangement with us.” 

(Signed ) J. A. Kerr, 

The Kerr Hardware Company, 
Niles, Mich. 
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New York State Studies Henry Brown 
A Convention Of and By Hardware Men 


vice, N. R. H. A., who brought out 
the high lights of the session, and com- 
mented further on some of the morn- 
ing’s topics. On stock control, he said, 
surveys often showed that the bulk of 
a dealer’s business was done on a small 
part of the general stock and that the 
actual situation was not always known 
to the dealer unless he had some sys- 
tem of control. Akin to that phase was 
the need of general business control, 
he said, in that an increased mark-up 
would not bring the net profit up, 
unless expenses, particularly wages and 
rent, were also under control. 

Past President Horace P. Aikman, 
Cazenovia, opened the Wednesday dis- 
cussion on “Operating for Profit.” 
Among the high lights of his talk were 
the following points: “Don’t pass along 
special discounts, temporary or perma- 
nent. Make all special sales just that, 
with actual visible values. Study pric- 
ing not only to discover cut prices by 
others, but also to learn of goods 
handled that are being sold higher else 
where.” Mr. Aikman cited an example 
of a china set he was selling at $6. He 
learned of a neighbor who sold the 
same for $9, so he adjusted his prices 
upward, This last point was a most 
important thought, there. having been, 
as he said, too much worry about cut 
prices and often insufficient thought of 
higher prices. 

Comparing price mark-up to the av- 
erage speed of car driving, David M. 
Herron, Auburn, stressed the impor- 
tance of not attempting a uniform 
mark-up. Some lines must bear higher 
margins and others lower to accom- 
plish a general satisfactory average. 
He did suggest a definite departmental 
margin so that each department would 
pay it’s own way. 

H. A. Cornell, now general mana- 
ger, Ludlow & Squier -Co., Newark, 
N. J., and formerly one of Brooklyn's 
largest hardware merchants, spoke on 
clerk training and sales bonuses. A 
significant thought was that if the boss 
worked so would the clerks. Agreeing 
that responsibilities should be assigned 
to clerks, he emphasized the need of 
making such assignments very flexi- 
ble. He opposed the commission idea 
for compensation, and thought bonuses 
impaired the general efficiency of the 
store. 


The Outside Viewpoint 
Edward J. Ferguson, New York 
City, told of his policy of seeking out- 
side help on difficult problems so that 





(Continued from page 35) 


a fresh viewpoint would be available 
for his use. He had brought along his 
ledgers and from them read high lights 
in his business progress of recent years. 
He told of his advertising investments 
and of his adjustments on advertising 
and of the immediate reflection of this 
investment to his sales volume. 

Nathan Hanford, treasurer, Treman, 
King & Co., Ithaca, urged more careful 
credit policies as one important step 
toward expense reduction. 


The Trend of Volume 


Following closely the lines of his ar- 
ticle in the Feb. 7 issue of HARDWARE 
Acer, E. B. Gallaher, treasurer, Clover 
Mfg. Co., and editor, Clover Business 
Service, Norwalk, Conn., spoke on the 
trend of volume. He emphasized some 
of the points of previous speakers, and 
reviewed in a masterful way the 
changes in public buying habits and 
the necessity for dealers studying these 
changes and actively adjusting their 
stores to meet modern conditions. 


Planning for Profit 


“Planning for Profit” was the theme 
for the Thursday session started by 
Howard C. King, Kenmore, who em- 
phasized the increasing importance of 
women’s influence in the buying of lines 
now featured by hardware stores. He 
urged the consideration of further de- 
velopment of basement selling rooms. 

Albert D. Martin, Rochester, stressed 
the better value of quality goods, and 
he said he saw a definite, trend toward 
quality merchandise—a trend which 
hardware men should encourage. 

William L. Van Dussen, Rochester, 
brother and associate of the president, 
said the use of loss leaders was a 
means of buying customers at the least 
possible cost, and that such items were 
losses only when sold, and that the loss 
was offset by the additional purchases 
made by new customers attracted to the 
store. He had studied this angle, and 
found that 75 per cent of the buyers 
of so-called loss leaders were new cus- 
tomers, so that the practice was actu- 
ally very profitable advertising. 

H. J. Tailey, representing the Roch- 
ester Gas & Electric Co., talking about 
the merchandising departments of pub- 
lic utilities surprised the audience by 
stating that 56 per cent of electric 
power consumers were unprofitable to 
the company, and that if it were not 
for the sale of appliances increasing 
the load the unprofitable customers 





would probably represent 90 per cent 
of their clients. 

C. R. Barstow, Messina, said chain 
stores change 36 inches of space on the 
ends of tables almost daily to make the 
tables look different and fresh to steady 
customers. He advised hardware men 
to follow suit, and also advocated price 
cards which bore selling price, cost in 
code and date of purchases. 

A. J. Luther, associate editor, Good 
Hardware, New York, gave a talk on 
the use of open display tables, using a 
sample table and charts. 

R. J. Atkinson, Brooklyn, N. Y., past 
president of the state and national as- 
sociations, summed up the Thursday 
session and commented on the steady 
constructive work of the Hardware 
Council and of the educational pro- 
gram being sponsored by the Save the 
Surface Campaign. On the session 
theme, “Planning for Profit,” he said 
profit is the primary motive. for all 
business, and that profit is not the 
amount left over after all expenses are 
paid, but is a charge you are entitled 
to make for services rendered. Mr. 
Atkinson said the day of the merchant 
has come and that the day of the store- 
keeper is passing. He outlined the dif- 
ference and showed their relative use- 
fulness as public buying habits have 
changed. 

At the beginning of the Friday ses- 
sion each member received a printed 
copy of the N. R. H. A. business con- 
trol system as actually used by Howard 
P. Albright, Albany, who led a dis- 
cussion on this subject. He analyzed 
his figures and explained the simplic- 
ity of the system which he has been 
using for two years. 


Henry Brown, the Man 


The closing address of the session 
was given by Charles J. Heale, manag- 
ing editor of Harpware AGE, who, 
speaking on “Henry Brown, the Man,” 
said in part: “Henry Brown had sur- 
vived the tremendous massing of brain 
power behind the gigantic mercantile 
establishments which have threatened 
his existence, so we are not talking 
of a late Henry but a business man— 
very much alive, pays his bills, meets 
his payroll and is respected by his fel- 
lowmen. Henry must govern his pur- 
chases,” continued Mr. Heale, “more 
largely on his community requirements 
than on personal judgments. He must 
not hesitate to add useful and nec- 


(Continued on page 45) 
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Wisconsin Convention Exemplified True Badger Spirit 


big problems is the changes in demand 
for merchandise. People don’t have to 
come to the hardware stores as often as 
they used to come. The most successful 
type of retail store today caters to the 
demand for luxuries—not necessities. 
Traveling salesmen should be merchan- 
dising counselors. A change on the part 
of the jobber merits a change on the 
part of the retailer. The jobber should 
be viewed with a greater degree of trust 
and less suspicion. Cater to the women, 
and remember women won't buy in un- 
attractive stores.” 

President Ott next introduced Hamp 
Williams, past N. R. H. A. president, of 
Hot Springs, Ark., who spoke on “The 
Future of the Hardware Retailer.” 
Some of the more important points 
from his talk were: We are in the 
midst of many changes, but we are not 
alone. The catalog houses have also 
been forced to change their methods of 
doing business, as they have found that 
people prefer to buy where they can 
see and handle the goods. Retail deal- 
ers are essential to the jobbers, and 
jobbers are essential to the retail deal- 
ers. “One point I want to bring out is 
this: ‘A man’s judgment is no better 
than his information.’ I take fifteen 
trade journals. I don't read all of the 
articles, but 1 read the ones I am in- 
terested in. You don’t need a speaker 
to tell you what to do. You can get 
everything I know and all others know 
by reading the hardware trade jour- 
nals,” said Mr. Williams. 


The Wednesday Session 


The Wednesday afternoon session 
was opened by Phil Jacobson, field ser- 
vice man, who reviewed the deductions 
made by the National Congress at Bos- 
ton, pertaining to “Operating for 
Profit.” 

R. I. Baumann, Phillips, was the first 
dealer speaker. Mr. Baumann said: 
“It makes little difference whether our 
salesmen are efficient or not, if the 
price is wrong. We should readjust our 
prices to conform with competitors’ 
figures. You will find that there will 
be enough advances required to over- 
balance the reductions necessary. Buy- 
ing means little if the merchandise is 
improperly displayed. In many in- 
stances success depends on the courage 
to ask a fair price for your goods. 
Modern fixtures are inexpensive when 
you consider the saving they enable 
you to make.” 

A. C. Ryczek, Racine, used “Making 
Selling Easy” as his topic. He advo- 
cated reading the newspapers as a 
means to secure information concern- 





(Continued from page 31) 


|ing births, graduation, engagements, 


weddings, parties, promotions, new 
buildings, real estate transfers, etc., to 
be used for sending an appropriate per- 
sonal letter from the firm to the live 
list of prospects furnished through such 
news items. 

E. W. Busse, Milwaukee, said: “Too 
few of us are willing to listen to the 
results of experience. Clean, correctly 
priced, properly displayed merchandise 
will move, and merchandise acceptance 
depends on correct pricing. Modern 
methods will justify cheaper help. Sal- 
aries should be based on actual amount 
of sales. Efficiency depends on your 
employees, therefore train your sales- 
people to a higher degree of efficiency. 
Standardize and concentrate your pur- 
chases and avoid duplication. What we 
need is more efficiency in operation.” 

Assistant Secretary Christianson then 
conducted an open discussion on the 
point stressed by the dealer speakers, 
which augmented the information. 


Fred. F. Luedke Speaks 


Fred F. Luedke, vice-president and 
general manager, John Pritzlaff Hard- 
ware Company, Milwaukee, spoke on, 
“How can the retailer and wholesaler 
best cooperate.” Mr. Luedke said in 
part: “It would be an utter impossi- 
bility for 95 per cent of our dealers to 
exist without the service of a jobber 
in his territory. As we are essential to 
each other, closer cooperation would 
be beneficial to us both. Throw your 
support to one or two chosen jobbers 
and we will both profit. As long as 
retailers want to buy in extremely small 
quantities there is nothing the jobber 
can do to lower his prices.” 

Thursday’s session was devoted to 
the “Buying for Profit” phase of the 
main theme. 

A. M. Burghduff, Stanley, stressed 
Stock Control, saying: “It will enable 
you to get more turnovers from your 
investment. We must concentrate our 
purchases and make a real effort for 
the women’s trade by going after the 
house wares business in earnest.” 

C. A. Kohl, Ripon, emphasized the 
advantages of securing a quick turn- 
over, and A. M. Van Wymelenberg, 
Green Bay, said: “Selection, good 
credit standing and control of stock are 
the most important factors in ‘Buy- 
ing for Profit.’ Discount your bills and 
give cooperative buying a trial.” 


Buying Better 


Frank S. Rost, vice-president, Frank- 
furth Hardware Company, Milwaukee, 
was the principal speaker at Thursday’s 





session. With “Buying Better” as his 
subject, Mr. Rost said, in part: “The 
old axiom of ‘Goods well bought are 
half sold, was formerly considered 
good advice, but buying for profit has 
caused more failures than any other 
reason. A fast turnover is essential for 
profit, but it should not be carried to 
the extreme, which would result in be- 
ing out of the goods. Don’t buy any- 
thing that you are not sold on. Study 
your goods and know them.” 

Friday’s session opened with intro- 
ductory remarks by Phil Jacobson, 
Stevens Point, who said: “Planning 
for Profit,” is a fitting climax for the 
convention theme. Drop forever the 
guidance of chance. Adopt a workable 
plan. Make sure you and your sales- 
force know what the particular. work 
is, when it is to be done and how it is 
to be accomplished.” 

George C. Nixon, Appleton, was the 
first speaker. He said: “Planning 
means thinking and work. Study the 
methods of competitors and profit by 
their examples. The best suggestion 
that I can offer is to implore you on 
your return home to devote two hours 
regularly every month in visiting the 
best chain store in your locality, in 
order to study and absorb their methods 
at first hand.” 


Advises Aggressive Methods 


H. A. Lewis, Adrian, Minn., was the 
next speaker. He advised the use of 
aggressive methods, and asked the deal- 
ers to use every means to sell their 
store and themselves to the community. 
“Give thought to your newspaper ad- 
vertising. Sell the benefits of radio 
ownership instead of talking the con- 
struction, etc.,” said Mr. Lewis. 

J. E. Heyer, Walworth, said: “We 
started in business under old methods. 
A year later we changed to the new and 
installed new fixtures, and adopted 
modern methods. This enabled us to 
reduce our salesforce from four to two 
people, and we are able to give our 
customers better service than ever be- 
fore. It greatly increased our percent- 
age of women customers, and made it 
possible for our yearly sales to show 
an increase of 50 per cent. Use. com- 
parisons when selling a quality article. 
Instill the element of personal service 
in your transactions and standardize 





your buying and selling.” 

| A. L. Kommers, Antigo, chairman, 
| resolutions committee, read the resolu- 
| tions which endorsed the Capper-Kelly 
| bill; declared the jobbers essential for 
‘ economic distribution of hardware, and 
| (Continued on page 56) 
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Pacific Northwest Dealers Convene in Spokane 


orary member of the Pacific Northwest 
Association. 

“Planning for Profit” was the theme 
of the Friday morning session. Claude 
E. Stewart, in discussing “Study of 
Competitive Selling,” said that the 
hardware business should be lined up 
with the idea of selling real value mer- 
chandise, first and principally, and at 
a profit. 

“Sales of Public Utilities” was ably 
handled by John C. Lampert. He stated 
that at a recent conference between 
association officers and public utilities 
association heads, the latter accepted 
in principle certain standards of mer- 
chandising practice, such as the proper 
segregation of the merchandise ac- 
count from the service account, and 
to sell at margins commensurate with 
costs of selling and the service ren- 
dered. 

John Miller talked about the value 
of giving special attention to high qual- 
ity lines, and John Oud discussed the 
advantages and disadvantages of loss 
leaders. 

It was announced at this session that 





(Continued from page 32) 


the annual dues would be increased 
from $10 to $20, in order to maintain 
a full-time field man. 

George M. Gray of Coshocton, Ohio, 
and a past president of the N. R. H. A., 
was the next speaker of the session. 
His subject was “Think, Plan, Act,” 
and in part he said: “For the most part 
hardware men have kept up with the 
change that has come into retail busi- 
ness. Some have lost themselves in the 
perplexing problems of this competi- 
tive age, but our future in the retail 
business demands we find out where 
we are and how to get out. 

“The average net profit today is not 
very large, and great care must be used 
in figuring and pricing to obtain a 
profit. We must know our business 
thoroughly, eliminate dead stock, find 
out what customers want and supply 
them. We must think and plan and 
act, if we are to secure the success 
which we desire.” 

The theme of the closing session 
was “Controlling for Profit.” Dr. W. 
J. Hindley made an inspirational ad- 
dress and was followed by Mr. Gray, 








who spoke on the value of control in 
business. 

After the committee on resolutions 
had made its report, C. G. Jennings 
for the nominating committee brought 
in the following recommendation: 
President, F. K. Jackson, Montesano; 
first vice-president, John C. Lampert. 
Yakima; second vice-president, A. E. 
Vaughn, Aberdeen, and secretary-treas- 
urer, E. E. Lucas, Spokane. Mr. Lu- 
cas has served in this capacity since 
1911. 

The annual banquet of the Pacific 
Northwest Association was held on 
Friday evening. Ben H. Kizer, presi- 
dent of the Spokane Hardware Co. 
and president of the Spokane Chamber 
of Commerce, was the toastmaster. 
An entertainment followed the dinner, 
which was provided for the dealers 
and visitors by the Spokane jobbers 
and manufacturers. 

The 1930 convention will be held in 
Spokane, but the mid-summer meeting 
will be held in Tacoma some time dur- 
ing June, 1929. 





Oregon Association Meets in Portland 


dealers should not be expected to sac- 
rifice all profit. 

A general summary of the session 
and the topics discussed was then given 
by Managing Director Herbert P. 
Sheets. 

Turning to the general topic of “Op- 
erating for Profit” on Wednesday af- 
ternoon, A. R. Quackenbush, Eugene, 
suggested the wisdom of low-priced 
help with the table display method, and 
advocated the introduction of new lines 
and purchases of six months’ supply 
from the most economical source. 

Vice-president E. A. Franz of Hood 
River discussed the pricing of mer- 
chandise, with the object of securing 
a profit, attracting trade and holding 
customers. He believed it more im- 
portant for the merchant in smaller 
communities to have complete and 
quality stocks than always to be able 
to meet all competitive prices. 

General discussion of the inexperi- 
enced help question showed that most 
merchants have Oregon have found 
women and boys able to handle 90 per 
cent of the trade, and that able manage- 
ment can still hold the customers whose 
age or requirements compel more ma- 
ture or experienced service. 





(Continued from page 33) 


With reference to the record of 
clerk’s sales, George F. Jameson, Mc- 
Minnville, testified that the Penney 
stores base salaries on 8 per cent of 
sales. Since an average active hard- 
ware clerk sells but $50 a day on an 
average, his pay would be but $100 per 
month on that basis. “When our sal- 
ary account exceeds one-half of our 
total expense, we feel it is time to call 
a halt and reduce expense.” A gen- 
eral discussion showed that the av- 
erage sale for those in attendance 
ranged from $2.75 to $1.00. 

R. S. Erb, Lewiston, Idaho, explained 
his method of training clerks and keep- 
ing them busy, and George E. Allen, 
Salem, explained his delivery method, 
explaining that it is impossible to main- 
tain a schedule, but that delivery is a 
necessary evil for a store in a coun- 
try community. 


Planning for Profit 


On Thursday morning the session 
was devoted to “Planning for Profit.” 
Dale Strong of Spokane introduced a 
discussion of electrical appliance sell- 
ing in competition with the power com- 
panies and central stationsy and it was 





the opinion of members that sales are 
often stimulated by such local adver- 
tising and sales promotion activities. 
W. H. Bohnenkamp, La Grande, in- 
creased his sales of washing machines 
five-fold when a manufacturer had 
canvassers in his territory, supposedly 
selling in competition. E. D. Hosmer, 
Sherwood, sold 250 pumping outfits and 
farm lighting plants in the face of 
uncompromising competition from the 
local power company. Some dealers 
had been fortunate in working with 
the central station officials. 

E. D. Hosmer, Sherwood, explained 
his method of pushing the sale of 
quality lines, appealing to people who 
are beginning to move up in the world 
and to pride in the home. In selling 
tools to farmers, he guarantees longer 
use and greater service of a file, a 
hand-saw or even of a water bucket 
of first quality. “One of the hardest 
things to kill off in a community is a 
good hardware store,” says Mr. Hos- 
mer, and although he glows with satis- 
faction in better serving his customers 
by making a quality sale, his longer 
margin is his real reward and incen- 
tive. 

“We must train ourselves to do hard 
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things,” was the plea of R. R. Fried- 
rich, Oregon City, in speaking on 
“Competitive Selling.” He goes back 
to his store in the evening frequently 


to plan, to think and to study new | 


moves. He reads national women’s 
magazines to know what lines will be 
in demand. On Sunday he visits hard- 


ware and other stores in other towns | 


to pick up ideas and know price offer- 
ings. “But it is not necessary to meet 
every price in existence,” says Mr. 
Friedrich. 

N. W. Thompson, mayor of Moro 
for the past ten years, described the 
transition of his store from a bankrupt 
stock, which he bought 15 years ago 
for $5,000, to a model of neatness, dis- 
play and well selected stock valued at 
$35,000. Mrs. Thompson has taken 
such interest in the business that she 
does much of the buying and makes 
the store as attractive as a home. 

To close the session George M. Gray 
of Coshocton, Ohio, traced the changes 
which have come over the retail busi- 
ness in the past generation and stressed 
the need for new methods to meet 
new conditions and demands, in a time 
when former luxuries have become ne- 
cessities. Mr. Sheets again summar- 
ized the session theme in accordance 
with the Boston Congress program. 

The final session Thursday after- 
noon was opened with a testimonial 
meeting on “Business Control,” and 











HERBERT P. SHEETS 











the comparatively few members present 
who had installed such records reported 
that their savings and additional profits 
in 1928 more than justified their study 
and time in compiling and keeping the 
records, 

Dr. W. J. Hindley, Edmonds, Wash., 
whose annual inspirational closing ad- 
dress has been a feature of the Oregon 
program for many years, held his hear- 
ers spell-bound for well over an hour 
on the topic, “Henry Brown, the Man.” 

Resolutions were adopted as follows: 








Approving the N. R. H. A. Program 
of Applied Activity; urging attendance 
at the July convention in Tacoma, 
Wash.; appreciating the services of 
convention guests and the courtesies 
of hospitality enjoyed; opposing pro- 
posed State legislation to limit the pos- 
session or use of guns to persons over 
18 years of age, and also the creation 
of an appointive commission of three 
to direct county assessors contrary to 
the interests of business and invested 
capital. 

Officers for the coming year were 
elected as follows: President, E. A. 
Franz, Hood River; Vice-president, A. 
C. Hubbard, Medford; Executive Com- 
mittee: Richard Fendall, Forest Grove; 
E. D. Hosmer, Sherwood; G. O. 
Knowles, Cottage Grove; E. P. Lewis, 
Marshfield; George E. Allen, Salem; 
C. G. Bracher, Pilot Rock; George F. 
Jameson, McMinnville; J. B. Little, 
Portland, and W. A. Hudelson, North 
Powder. 

The Executive Committee met at 
the close of the convention and re- 
elected E. E. Lucas of Spokane, Wash., 
as secretary-treasurer of the associa- 
tion. 

A banquet and entertainment ten- 
dered by the jobbers and manufactur- 
ers brought 300 hardware and imple- 
ment men of Oregon together on the 
final night of the convention. 


New York State Studies Henry Brown 


essary lines, nor must he hesitate to 
eliminate slow-moving lines, even 
though they may be the backbone of 
his business. 

“Each decade for years back has 
apparently had its own peculiar worry 
regarding changing buying habits and 
added competition. Each generation 
has faced its problems and has found 
a solution. Ten years from now we 
will undoubtedly face some new prob- 
lems and will look back on the pres- 
ent problems, finding that we have col- 
lectively or cooperatively solved these 
difficulties,” 

W. H. Heffelfinger, Niagara Falls, 
was elected president, succeeding Mar- 
tin Van Dussen, Rochester. Vice- 


Repairing Damaged Mirrors 


a method of repairing a mirror by persons 
who are redecorating and generally fixing 
up the home. The following method is 
offered : 

Remove the glass from the frame and 
lay it face downward on a table. Have 
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presidents chosen were Frank H. 
Sticht, Fort Plain, and E. A. Mahoney, 
Schenectady. Secretary John B. Foley, 
Syracuse, and Treasurer Frank E. 
Pelton, Herkimer, were reelected. 
New directors chosen were Martin 
Van Dussen, Arthur Peck, Elmira; 
Charles D. Starks, Far Rockaway, 
N. Y.; P. M. Herron, Auburn, and 
R. P. Boyce, Wellsville. 

The exposition was very well at- 
tended, and the assortment of lines 
shown by leading manufacturers and 
jobbers were well balanced, offering 
the visiting dealers an opportunity to 
study new lines and obtain selling in- 
formation from the sales representa- 
tives present. 


| ready a smooth piece of tin foil (not lead 


. | foil so often used now in place of tin foil) 
Often the hardware dealer is asked for | slightly larger than the damaged spot, and 


treat this foil with quicksilver, rubbing it 
carefully with a soft cloth until the foil 
shows a high polish. Then spread the pol- 
ished foil over. the spot, the polished side 
toward the glass. About three drams of 


The Rochester local association and 
the associates were hosts Tuesday and 
Wednesday nights, presenting enter- 
tainment and dancing. The Thursday 
night banquet was addressed by James 
Lee Ellenwood, secretary, State Com- 
mittee, Y. M. C. A., New York City, 
who gave an mspirational talk, “So 
You Sell Hardware.” Retiring-presi- 
dent Martin Van Dussen proved him- 
self equally as able as a banquet toast- 
master as he had been as a convention 
chairman. He recited a little poem of 
his own entitled “Henry Brown.” Sing- 
ing at the sessions and the banquet was 
led by Dave Harvard. The invocation 
was delivered by Rev. Stanley F. Gu- 
telius. 


quicksilver will be required for a square 
foot of foil. 

When the foil is smoothed on the glass, 
weight it down with a piece of marble or 
other heavy object with smooth base. It 
is well to place a thin paper between the 
foil patch and the weight. The weight 
should remain for at least two hours. 
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Wiggly store and on the other by an equally new 
Woolworth, all three stores in fine new buildings, 
Bunting Hardware and Machinery Co., Kansas City, 
have opened a third model hardware store that is strate- 
gically located to draw the feminine trade, a point that 
has always been particularly stressed by the Bunting 
Co. In the neighborhood also are other shops of all 
kinds, with a fine motion picture palace just a few doors 
away. 
The launching of this new store at 4624 Troost Ave- 
nue marks the twenty-seventh year of the company’s 
organization. 


FB Wiees : on one side by a brand new Piggly 


Opening a 


The latest type of open display methods feature 
this new store recently opened by Bunting Hard- 
ware and Machinery Co., Kansas City, Mo. 









BRANCH STORE 


By LUCILE E. MACNAUGHTON 


The new store, which is smaller than the second one 
opened, is but 19 ft. wide and 110 ft. deep. It is, how- 
ever, a model of efficiency and contains not only every- 
thing that a well conducted hardware store should have, 
but carries a very complete line of housewares and 
kitchen equipment. 

Being located at an important transfer point where 
the variety of shops bring shopping mothers with their 
children, Buntings have not overlooked toys. While 
mothers shop for hardware items, tiny tots are attracted 
to the toy department. 


A Complete Stock in Small Quarters 


It is interesting to see how such a complete stock is 
arranged in such small quarters in this model hardware 


store. 
First the store is very carefully departmentized and 


























divided into sections. On the left, as one enters, are 
tools, shelf and builders’ hardware neatly sampled on 
the green felt-covered doors of the cases which line the 
walls, the remainder of these lines of stock being con- 
tained in wooden drawers behind the doors of the cases. 
Each sample is ticketed with price and number and the 
drawers are all lettered and numbered to correspond. 

Buying is simplified to the last degree and so, of 
course, is selling. 

Next in order are bathroom fixtures and plumbing 
supplies. Then we come to some open shelving. This 
is painted inside with brilliant orange, a lively contrast 
to the silver-gray finished oak woodwork 
in which the entire store 
is finished. 
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These 
open shelves are ‘ 
filled with glassware, pitchers, 
glasses, china condiment sets in gay colors, and 
a nice variety of good quality dishes and pottery. 

Next are percolators, teapots, grills, toasters and other 
electrical household items. 

On the shelves above are clothes baskets and hampers, 
and on the shelves below are found ice cream freezers, 
vegetable bins, ovens and gasoline cans. 

The right of the store as one enters shows a fine dis- 
play of cutlery, then electrical goods. Next to these are 
gun shells, athletic goods and fishing tackle. 

The toys are next, just a short distance from the 
street door and just where any child that entered would 
spot them immediately. 

Here are autos, trucks, doll dishes, fire engines, am- 
bulances, airplanes, tinker toys, bow and arrow sets, 
horseshoe games, policemen’s outfits, cowboy sets, 
erector sets—toys for boys and toys for little girls. And 
on the shelving above extending from the front almost 
to the rear of the store are wheel goods, velocipedes. 
bicycles, wagons, autos and trucks. 
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Proceeding toward the back of the store we now come 
to shelves filled with paints, oils, varnishes, enamels, 
brushes, glue, sandpaper, etc.—a complete paint section. 

This brings you to the shelves of kitchen equipment, 
clocks, scales, food choppers, bread boxes, etc. 

The plate glass counter in the center of the floor, 
next to the front door, is used for the display of the 
most seasonable items. Right now it contains a fine dis- 
play of electrical goods, lamps, irons, desk lamps, candle- 
sticks, pitchers, book ends, scissors, flashlights, clocks, 
etc.—things that are suitable for gifts at any time. 

In the center of the store, leading back from the glass 
show case, is stock spread out invitingly on open-top 
tables. 

l‘irst are counters, which form a hollow square, and in 


A close-up of the sampling methods used 
in the new store. Merchandise here pre- 
sents an attractive appearance 
















the sections 
into which these tables 
are divided are shown the items that 
were on special sale all during the opening week 

and other merchandise that is particularly seasonable. 

The next table to this shows all of the smaller items 
in kitchen novelties. Next is a table of iron ware, roast- 
ers, dutch ovens, baking pans, etc. 

Then follow two and three tier tables all of the gray 
linished oak covered with dark green linoleum. 

One table is for aluminum roasters, double boilers, 
windsor kettles, pans and the like, and the next tables 
show a dazzling display of white porcelain. The last 
tables contain gray porcelain and tinware. 

The balcony that overlooks the store at the rear has, 
in addition to the manager’s desk, a display of the larger 
household items, refrigerators, washing machines, elec- 
tric sweepers, fireplace fixtures, gas heaters, bird 
cages, etc. (Continued on page 72) 
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What a Jobber’s Salesman Has Learned 


About Dealer Helps 


Displays That Really Meet the Needs of the Retailer Will Be Used Over 
and Over Again—Most of the Others Are Consigned to the Waste Basket 


As told to Charles G. Muller 
By JOHN A. FINNEGAN 
Salesman, The Masback Hardware Company, New York 
(Reprinted by Courtesy Printers’ Ink) 


UTTING it conservatively, the average hardware re- 

tailer throws away eight out of every twelve dealer 

helps that come to his store. And from what I know 
from talking with salesmen and dealers, the same propor- 
tion holds true in other lines. Yet I have found that the 
retailer is in need of such aids, is anxious to get them and 
will capitalize whatever the manufacturer gives him, pro- 
vided the helps are adaptable to his merchandising require- 
ments. 

From what I have learned in many years of wholesale 
selling in towns and suburban districts of less than 20,000 
population, | feel that many manufacturers want to help 
the dealer—certainly they cannot desire to have their ex- 
pensive displays tossed into the cellar. I feel, too, that 
dealers will work with manufacturers who really aid. 

Oné. of the fundamental faults of present advertising 
helps, as I see it, is that manufacturers do not appreciate 
fully enough the conditions under which the dealer labors, 
do not deeply enough study hts problems before sending 
him their aid, and fail ‘to get the human touch into their 
contact with him. What follows is one jobber salesman’s 
attempt, to_explain what the retailer wants in the way of 
helps, through giving a few examples of the kind he uses. 

Window displays come first in importance for several 
reasons. First, because they are more costly than most 
other helps, and consequently cannot be thrown away 
without great waste. Second, because the average retailer, 
not being an expert in window dressing, needs most help 
in this field. And third, because dealer windows are so 
much a reflection of the character of the store that the 
manufacturer who properly aids the merchant to better 
windows helps himself in making a more prosperous cus- 
tomer. 


Reasons from Retailers 


\s retailers have told them to me, here are some of 
the reasons why they throw out window displays instead 
of using them. The display came without being requested 
and did not meet any need. It was too large for the win- 
It was unattractive in color harmony. Its dress 
stvles and figures were out of date. The display was an 
old idea worked from an old angle. And—perhaps more 
important than many manufacturers realized—it was too 
selfish in that it sought to take a whole window for its 
own product instead of helping to sell other merchandise 
in the store. 

To show what the dealer does want, let me illustrate 
by means of a successful window display piece which meets 
dealer requirements, which has proved unusually popular 
with my own customers, and which I am told has found a 
permanent place in the sales efforts of a company which 


dow. 


was on the verge of giving up 
window campaigns because of 
previous poor results. This is the 
window display sent out by Mas- 
ter Metal Products, Inc., for its 
Sanette garbage receiver. It com- 
prises a three-piece center section, 
two cutouts and two price cards, all done in oil paint re- 
production. 





JOHN A. FINNEGAN 


Displays That Are Right 


First of all, the national advertising of this company— 
as my own dealers and myself see it—is appealing, and 
the channels through which the company advertises are 
right for this class of goods. Second, the window dis- 
play is not promiscuously distributed, but must be requested 
direct from the factory, and an order for goods given the 
jobber’s salesman. Third, the display has the necessary 
color for an otherwise drab hardware or housefurnishings 
window. 

In addition, its size is right, being neither too large nor 
too small. Copy is well written to appeal to a woman's 
desire for cleanliness, her thrift and her wish to have her 
kitchen free from odors and flies. The price cards make 
a distinct hit with the dealer and, too, the sidecards may 
afterward be used as counter cards. Booklets and envelope 
stuffers are also procurable. 

Besides all this, the manufacturer has shown considera- 
tion for the dealer in that he is content to have just the 
wings ard the cutouts show and tell about his product, the 
center section being devoted entirely to items other than 
the Sanette which the merchant is interested in selling. 
At the top of this center section is “This is your house- 
furnishing store,” and below is “Everything to make the 
kitchen cheerful and lighten the work.” All of which ef- 
fort to push their wares in a general way retail merchants 
appreciate in a display of this kind. 

Finally the manufacturer in this case makes it easy for 
the dealer to set up the display, for he sends with it a 
very complete instruction sheet showing how the display 
can be most profitably used in conjunction with the most 
salable housefurnishings items in the store. A photograph 
of a window actually installed by a Buffalo hardware dealer 
accompanies the instructions, and the point is made that 
this model window stimulates sales of many general items 
as well as sales of Sanette receivers through the window 
being laid out so as to tie-in with the company’s steady 
national advertising. 

(Continued on page 75) 


























EVERYBODY’S BUSINESS 


P AHE decade just ending marks | 
the close of a most remarkable 
epoch in world finance. It brings 

us to the finish of a period of post-war | 

credit inflation. In the 10 years fol- | 
lowing the entrance of the United 

States into the war, this country gained | 

approximately $2,000,000,000 of gold. 

This was in the nature of an accident 

that no one could really forecast. 

Under our present Federal Reserve 
Banking Act, an increase of $2,000,- | 
000,000 in the nation’s supply of gold | 
has meant an increase of about $30,- | 
000,000,000 in our total of available | 
bank credit. Never in the history of 
the world has any country experienced 
such sudden and enormous credit ex- 
pansion. The inevitable result has been 
a record-breaking advance in security 
values. 

Now business men in America must 
face a reversal of this tremendous 
movement of gold. Already $500,000,- 
000 worth of the precious yellow metal 
has been sent abroad to restore other 
nations to a sound basis of finance. 
This means that within the span of a 
single year the United States has suf- 
fered a curtailment of $7,000,000,000 
in its total of banking credit. 

But in the meantime, there has been 
an increase instead of a contraction of 
loans. The result has been high interest 
rates and these have diverted savings, 
profits and other free funds from 
permanent investments into the stock 
market. In the last 12 months even our 
banks have sold $800,000,000 worth of 
bonds to release funds to meet the de- 
cline of deposits and for use in the 
short-term money market. 

Notwithstanding much opinion to the 
contrary, it is probable that high inter- 





By FLOYD W. PARSONS 


The End of an Era 


mately restrict purchasing power and 
check industrial activity by subjecting 
legitimate business to 
rates. Furthermore, 
flation that creates 


any form of in- 
apprehension by 


abnormal interest | 


fare of business as a whole, the only 
difference between transferring stock 
certificates at a price of $200 per share 
instead of $100 is that a much greater 
amount of money is tied up, thereby in 











over-capitalizing hopes is destructive 
because our chief banking strength lies 
in the confidence of the public. We 
need to be reminded at times that the 
reserves of our banking system are 
lower in proportion to liabilities than 
those of any other important banking 
system in the world. All the gold in 
the United States ‘Treasury, plus the 





est rates represent something more than | 


merely a. temporary condition. They | 


have come from competitive bidding for | 


money, mostly for speculation, and have | 
not resulted from the exercise of 


strong-arm methods on the part of the | 


Federal Reserve System. The Reserve | 
Act was designed to maintain the in- | 
tegrity of the nation’s currency, and in | 
securing this objective it forbids the | 
withdrawal of gold for spectitative | 
purposes. : | 

Excessive gambling in the prospective | 
developments of the future must ulti- | 


reserves of our banks, when measured 
against aggregate liabilities, gives not 
65 per cent, but only 6.5 per cent. 

The public’s chief interest should be 
in production and whatever contributes 
to it. A tremendous rise in the prices 
of stocks does not lower production 
costs, multiplying earning power, en- 


large corporation assets, or increase the | 
It is simply | 


real wealth of the country. 
a revaluation on paper, founded largely 
on exaggerated expectations that ignore 


diffulties and disregard the time ele- | 


ment. From the standpoint of the wel- 





The Edison Parade Down Fifth Avenue in 1884 


creasing the cost of credit for all uses. 
When the present enthusiasm for get- 
rich-quick methods has subsided and 
attention is once again directed to the 
vital realities of the present moment, 
then we will recognize more clearly the 
danger of allowing the stability of the 
American money market to rest in the 
hands of private lenders who feel no 
sense of national responsibility and 
who might be stampeded by an unex- 
pected happening. Bank credit always 
has been and always will be far su- 
| perior to private credit. 

It is in this great field of money 
management where we may expect de- 
velopments that will mark 1929 as the 
year that ended an era. It will be re- 
membered as a time of readjustment 
| in interest rates that restored the pres- 

tige of bonds and that established se- 
| curity prices on a basis of actual earn- 
(Continued on page 76) 
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L. W. Pulsifer New President 
Valentine & Company 


At a stockholder’s meeting of Valen- 
tine & Co., held in the company’s offices, 
386 Fourth Avenue, New York City, on 
Jan. 23, Lawson V. Pulsifer was elected 
to the presidency of the organization, suc- 
ceeding A. L. Phillips, who becomes chair- 
man of the board. 

Mr. Pulsifer has devoted his entire busi- 
ness life to the interests of Valentine & 
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Co., starting with the company in 1903 
as assistant chemist. He represents the 
third generation to become president of 
the company, and for the last sevéral years 
has been vice-president in charge of the 
chemical laboratories and factory produc- 
tion. 

Mr. Phillips, the new chairman, has been 
actively identified with Valentine & Co. 
for 38 years. He became cashier in 1890, 
was elected treasurer in 1893 and presi- 
dent in 1922. 

N. T. Pulsifer, who has been chairman 
of the board since 1922, has assumed the 
duties of chairman of the executive com- 
mittee. He, too, has been active in the 
affairs of the company for many years, 
becoming vice-president in 1902 and presi- 
dent in 1915. 

O. A. Hasse is executive vice-president ; 
Langdon B. Valentine is vice-president ; 
Lawrence Phillips, vice-president and 
treasurer; L. H. Roper, assistant treas- 
urer, and L. A. Osborne, secretary. 





Wilson & Gifford Purchase Taft’s 


Hardware Department 


Earl R. Gifford, for 13 years manager 
of the Taft Furniture & Hardware Co. 
in Taft, Cal., and William Wilson, 10 
years as assistant manager, have purchased 
the hardware department of the company 
from W. L. Adkinson, its proprietor. 

Mr. Adkinson, who founded the busi- 
ness 18 years ago, will continue to oper- 
ate the furniture department, while Mr. 
Gifford and Mr. Wilson continue the hard- 
ware department. 

The stores will be operated separately 
with the trade name of the Taft Furniture 





& Hardware Co. to be Gifford & Wilson 
Hardware Department. 

Mr. Gifford was formerly with the 
Bakersfield Hardware Co., Bakersfield, 
Cal. 





Collins Succeeds H. M. Demarest 
as N. Y. Associates Head 


The Associates of the New York State 
Retail Hardwaie Association elected 
George F. Collins, L. S. Starret Co., 
president, to succeed H. M. Demarest. 

Chas. H. Smith, Remington Arms Co., 
Inc., is the new vice-president. The elec- 
tion took place at the annual meeting held 
in connection with the State Hardware 
Convention at Rochester, N. Y., on Feb. 
5 to 8. 





Ladder Manufacturers’ Assn. 
-Forms Construction Code 


The Ladder Manufacturers’ Association 
of America, Wooster, Ohio, has indicated 
its obligation to the purchasers of the 
products made by its members by formu- 
lating a code for the construction of safe 
ladders. It is reported by members of 
the association that many months of actual 
investigation and testing preceded the final 
adoption of this code, which sets out in 
unmistakable terms the materials, dimen- 
sons and construction details of ladders 
which may be considered safe from the 
construction standpoint. 

Individual ladder manufacturers are be- 
ing licensed to use the “Safe Ladder” 
label for the purpose of indicating lad- 
ders which conform to this safety code. 
The label contains a picture of a ladder 
being tested under a heavy weight on 
which is lettered the words “A Safe Lad- 
der.” This illustration is the trade-mark 
by which such ladders may be known. 
In conjunction with it appear the words 
“Manufactured under inspection of and 
approved by the Ladder Manufacturers’ 
Association of America.” 

Each manufacturer who is licensed to 
use this label places on his own safe lad- 
ders a label license which’ makes it possi- 
ble for inspectors in the employ of the 
Ladder Manufacturers’ Association to se- 
lect out of stock ladders made by all li- 
censed manufacturers, and submit them to 
the association tests and standards. 

It is announced by the association that 
any manufacturer who may be found 
placing the safe ladder label on ladders 
which do not conform to association stand- 
ards will suffer a revocation of his license. 

According to association officers, the 
whole safe ladder movement was inaugu- 
rated because the association recognizes 
its obligation to safeguard the life and 
limb of all who use ladders. The safety 
code which has been set up by the asso- 
ciation is based on the accumulated experi- 
ences of the members of the Ladder Manu- 
facturers’ Association. 

It is the purpose of the association to 
advertise the safe ladder label to the lad- 
der users of the country, so that pur- 
chasers of ladders may know with cer- 
tainty whether or not the ladders they buy 
conform to the safety standards which 
have been adopted by the organization. 





McKinney Mfg. Co. Appoints 
W. A. Scott Manager of Sales 


W. A. Scott has been made manager of 
sales of the McKinney Manufacturing 
Company, Pittsburgh, Pa. 

“Bil!” Scott has been in the selling end 
of the hardware business for the past 
twenty-three years, having had three years’ 
retail experience and coming to McKinney 
ten years ago from Sargent & Co. 

While with the McKinney company he 
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has traveled its Michigan, Indiana, and 
Ohio territory, later being made manager 
of McKinney Manufacturing Co., Inc., of 
New York. 

For the past year Mr. Scott has traveled 
from coast to coast in the interests of 
his company, and his varied experiences 
make him especially fitted for his new 
duties. 





Nelson Kennedy Vice-President 
Ken-Wel Sporting Goods Co. 


Nelson Kennedy, head of the eastern 
sales department of the Ken-Wel Sporting 
Goods Co., Utica, 'N. Y., has recently been 
made vice-president of the company. 

Mr. Kennedy is very well known in 
sporting goods circles. 


Corona and “Camoah” Gang 
Presented in New Booklet 


The Packard Electric Co., Warren, 
Ohio, has published a story in booklet form 
of the “Camoah” gang of motor power 
thieves and their bandit chief, “Corona.” 

In this cleverly illustrated booklet the 
story of the gang is told in a dialogue 
between a judge and the different thieves, 
who tell how they steal power from motor 
cars. ‘“‘Camoah” is formed by taking the 
first letter of each thief—corona, abrasion, 
moisture, oil, age and heat. 

Packard ignition cable sets and the new 
Lac-kard cable are also mentioned. 

The little drama is going to be pre- 
sented in full costume and with complete 
stage settings at the next Packard sales 
conference, accompanied by special music, 
which will also be heard on the air during 
the company’s broadcasting programs. 
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Sheffield Bronze Powder Co. 


Announces New Representatives 


Announcement is made by the Sheffield 
Bronze Powder Co., 2575 East Fifty-fifth 
Street, Sheffield Building, Cleveland, Ohio, 
of the following additional representatives : 

Edward Weingarten, New York district 
manager in charge of New York and New 
Jersey. Mr. Weingarten is well known 
to hardware jobbers and dealers, having 
been identified with the hardware field for 
more than fifteen years. 

Alfred Hall, with headquarters at the 
Cleveland factory, will cover Indiana, Mis- 
souri, Kansas, Nebraska, and Iowa. 

Walter N. Richards, Jr., of the Richards 
Brush Co., Seattle, will have charge of 
Washington, Oregon, Utah, Idaho, and 
Montana. 

Carey & Lawson, with headquarters in 
Dallas, will cover Texas. 

Benj. Merman, with headquarters at the 
home office, will cover western Pennsyl- 
vania, West Virginia, and Ohio. 

P. G. Dockham, of Boston, will travel 
Massachusetts, Maine, New Hampshire, 
Connecticut, Rhode Island, and Vermont. 

W. A. Porteores, of Philadelphia, will 
cover all of eastern Pennsylvania. 

I. Rodbell, of Baltimore, will have charge 
of Maryland and the District of Columbia. 

A. Malkoff, of Detroit, will cover 
Michigan. 


J. M. Barnes Dies—President 
Barnes-Boring Hardware Co. 


J. M. Barnes, president of the Barnes- 
Boring Hardware Co., of Elizabethton, 
Tenn., passed away on Thursday, Jan. 31, 
1929. He was an admired and respected 
merchant in his community and had been 
connected with this large retail organiza- 
tion for many years. 





R. Varick Again President 
of John B. Varick Company 


At a recent annual meeting of the John 
B. Varick Co., Manchester, N. H., Richard 
Varick was reelected president of the com- 
pany. Thomas Rice Varick was made 
treasurer of this well-known  jobbing 
house, and former Governor A. O. Brown 
is now clerk of the corporation. George 
E. McClintock was elected general man- 
ager, succeeding Charles A. Adams, who 
recently resigned due to ill health, and is 
now in California. 


F. W. Richardson in Columbus 


for Cope-Swift Co., Inc. 


F, W. Richardson has taken over the 
Columbus, Ohio, branch of Cope-Swift 
Co., Inc., Detroit, Mich., manufacturer of 
electric washing machines. 


Enoch B. Seitz Now President 
The Frederick Company 


Enoch B. Seitz has been elected to the 
presidency of The Frederick Co., 100 West 
Monroe Building, Chicago, Ill. This is a 
new organization and will manufacture an 
electric washing machine. 


Mr. Seitz was formerly executive secre- 


Manufacturers’ Association. 





Athletic Goods Wholesalers 
Form New Trade Association 


The Athletic Goods Wholesalers’ Asso- 
ciation, which has been in the process of 
formation for some time, actually came 
into existence as an accomplished fact on 
Jan. 15 at a meeting in the Hotel Commo- 
dore, New York City. Representatives 
of all the large wholesalers in the East- 
ern States were in attendance. 

A representative of the Department of 
Commerce addressed the wholesalers on 
the value of trade organizations and of- 
fered practical suggestions for construc- 
tive work. 

Officers elected were: President, Alex 
P Taylor, Alex Taylor & Co., Inc., New 
York City; vice-president, Joseph F. Con- 
way, Horace Partridge Co., Boston, Mass., 
and secretary-treasurer, William A. Carey, 
Alex Taylor & Co., Inc. 

This new association plans to aid and 
improve conditions in the industry. 

The hardware jobbing trade is repre- 
sented on the directorate by A. K. Leonard, 
of Treman, King & Co., Ithaca, N. Y. 


L. A. Hoeflich Now Secretary 
Supplee-Biddle Hardware Co. 


Llewellyn A. Hoeflich, who has been 
assistant secretary of the Supplee-Biddle 
Hardware Co., Philadelphia, Pa., since 
September, 1920, has been made secretary 
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of the corporation. He entered the employ 
of this large jobbing house in 1912 and 
worked in the billing department. 

Mr. Hoeflich worked through the claim, 
receiving, shipping, and credit departments, 
and since 1919 has been associated with 
the accounting department. 


Piper Leaves Goodyear Co. 


Charles M. Piper has resigned as sundry 
sales manager of the Goodyear Tire & 
Rubber Co., Akron, Ohio. Mr. Piper 
joined the company in 1915. His successor 
has not been named. 





| 
| 


| 





tary of the American Washing Machine | Lovell Will Make and Distribute 


American Wringer Co.’s 
Horseshoe Brand Wringers 


The American Wringer Company, of 
Woonsocket, R. I., is sending out a letter 
to the trade advising them that on account 
of the fact that they have decided to dis- 
continue the manufacture of household 
hand wringers, mop wringers, and clothes 
racks, they have disposed of this part of 
their business to the Lovell Manufacturing 
Company, of Erie, Pa. 

The Lovell Manufacturing Company, 
which has for a half century been a leader 
in the hand-wringer industry, will manu- 
facture and supply the American Wringer 
Company Horseshoe Brand of wringers 
both for domestic and export trade, and 
under the same brands as formerly fur- 
nished by American Wringer Company. 
The Lovell Manufacturing Company will 
also continue to manufacture and supply 
the Anchor Brand wringers, which has 
been their standard brand in the past. 


Spokane Hardware Co. Buys 
Ware Bros.’ Sports Store 


The Spokane Hardware Co., of Spo- 
kane, Wash., has taken over a_ fourth 


i sporting goods store by purchasing the 


Ware Bros.’ sporting goods store at 525 
Sprague Street, Spokane. In the last 
three years the Spokane company has con- 
solidated the three other stores’ stock in 
its own four stores. 

A. C. Ware, one of the founders of 
the Ware store, is a veteran of the busi- 
ness, and for 38 years has been an active 
Spokane merchant. He plans to help two 
of his former employees operate a sport- 
ing goods store in Spokane. 


Howard R. Peckins Joins 
Otto Bernz Company, Inc. 


Howard R. Peckins, of Utica, N. Y., 
is now on the sales staff of Otto Bernz 
Co., Inc., 17 Ashland Street, Newark, 
N. J. Mr. Peckins was formerly con- 
nected with the Utica Drop Forge & Tool 
Co., Utica, N. Y., and with Peck, Stow 
& Wilcox Co., of Southington, Conn. He 
will cover some of the territory formerly 


traveled by Mr. Pierson and Mr. Nicholas. 





E. W. Crancer Passes Away— 
Was Well Known Kansas Dealer 


Edwin W. Crancer, president of the 
former Crancer Hardware Co., Leaven- 
worth, Kan., from 1909 until his retire- 
ment in 1926, passed away recently in San 
Diego, Cal. 

Mr. Crancer was born in Leavenworth 
66 years ago. His father established the 
Crancer Hardware Co., which was at one 
time the largest wholesale and retail hard- 
ware concern in its locality. Upon the 
death of his father, Mr. Crancer became 
manager of the business, assuming the 
presidency in 1909. In 1926 the business 
was sold and Mr. Crancer retired to Cali- 
fornia for the sake of his failing health. 
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New Tudor Mailtainer 


The Patent Novelty Co., Inc., of Fulton, 
lil, is featuring a new line of artistic 
letter boxes. 

The first number in this line, Imperial 
Mailtainer, was introduced some months 
ago, and the latest addition is the new 
Tudor Mailtainer. This design is well 
balanced and the magazine holder is artis- 
tically made of wrought iron. 

Both designs thus far have been of an 
English type due to the popularity of 
English style homes. 

The Mailtainer line is made of only the 
best materials and guaranteed against rust. 
\ very important feature with Tudor Mail- 
tainer is the ease with which mail can be 





put in and taken out. The top lifts up, 
giving free access to the large mail insert 
slot. The door lifts upward so the mail 
will not fall out, and it is equipped with 
the new Dualock, having a spring bolt as 
well as a key lock. 


The Spearhead Boiler Plug 


Spearhead Boiler Plug, Inc., 530 Leader 
Bldg., Cleveland, Ohio, is manufacturing 
a boiler plug, a feature of which is strength 
and simplicity. 

The Spearhead Boiler Plug is driven 





through the boiler with a hammer, given 
a quarter turn and tightened up with a 
wrench or pair of pliers. The bolt and 
head are made of steel, hardened and rust- 
proofed and the rubber washer is made of 





manufacturer states that the threads will 
not strip and the head can not rust or 
shear off. 





An eye-catching display card containing 


12 Spearhead Boiler Plugs is available. 
| 








Letel, a New oo 


Letel, a formula, developed by Letellier 
Laboratories, Inc., 770 Exchange Street, 
Rochester, N. Y., to protect radiators 
against freezing at the lowest tempera- 
tures encountered in winter driving, is now 
on the market in gallon and one-half gal- 
don cans. 

The manufacturer states that Letel will 
not boil until a temperature higher than 
the boiling point of water is reached. It 
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| is also designed to neither evaporate nor 


the best material, unaffected by heat. The | 


lose its efficiency when the engine develops 
a running temperature of 180 to 190 deg. 
It contains no ingredients which might 
clog a cooling system, injure the radiator 
or its connections, and is not inflammable. 
One application of Letel will last all 
winter, providing all connections in the 
cooling system are kept free from leaks. 
This is a highly concentrated solution, said 
to be equal in efficiency to twice the quan- 
tity of many other anti-freeze mixtures. 
The Letel can is attractively colored. 


The Say-Lon Metal Cleaner 


A new metal cleaner having notable 
features is now offered to the trade by 
Say-Lon Products Co., 932 Rogers Place, 
New York City. 

Say-Lon Metal Cleaner is said to con- 
tain no corrosive chemicals, grit, poisons, 
or vegetable acid. It puts a high luster 
on all metals in a few seconds, including 


aluminum. This cleaner is packed in a 
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lithographed metal container, selling at a 
popular price, and is being generally dis- 
tributed through hardware channels. 


A New Model Superfex 


A new model of the Superfex Oil- 
Burning Refrigerator has been announced 





| 
| 


| Ohio. 


by the Perfection Stove Co., Cleveland, 
In this model the burners are 


| mounted on a slide which slides under the 


| 


| generator. 


| inside the cabinet. 


Other models have this heat- 


| ing unit completely concealed from view 


The new model shown 
here is made in 5 and 7 cu. ft. food stor- 





age capacities and can be had with either 
white enamel or white porcelain enamel 
| interior. 
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WASHINGTON NEWS LETTER 


Federal Trade Commission’s report on open price associations creates 


stir 


(Washington Bureau of HARDWARE AGE) 


HE report of the Federal Trade 

I Commission on open price associa- 

ciations created: considerable stir on 
account of its recommendat:on that trade 
associations be placed under a Federal 
licensing system. The report had been 
under preparation for a prctracted period 
and was made to the Senate on Wednes- 
day of last week in compliance with a 
resolution offered by Senator McKellar of 
Tennessee. 

But the proposed licensing system was 
not approved by all members of the Com- 
missicn. While he filed no formal dis- 
sent, Commissioner William E. Humphrey 
told HARDWARE AGE that he was strongly 
opposed to a licensing system. He said 
that, as a matter of fact, he doubted if it 
had the indorsement of the Commission. 
Yet the report was made to the Senate 
as coming from the Ccmmission and as 
required by the resolution, which called 
for the investigation. 

It is not believed, however, that Con- 
gress will be at all likely to enact legis- 
lation calling for a _ licensing system. 
Moreover, it is not considered at all prob- 
able that such a scheme of further gov- 
ernment interference into business would 
meet with the approval of Herbert Hoover. 
The recommendation, therefore, may be 
discounted greatly, although it has ex- 
cited considerable interest and more or less 
apprehension. The prcposed plan would 
call for inspection of books, correspond- 
ence, and other detailed scrutiny of trade 
association files by government agents, 
and it is questionable if this would be up- 
held by the Supreme Court should the 
protest be made because this constitutes 
the identical kind of fishing expeditions 
which the Supreme Court has prohibited 
the Commission from indulging in. 

The report of the Commission, however, 
is interesting and carries every possible 
kind of discussion of the activities of 
trade associations. Moreover, what it 
terms legitimate trade association activity 
is warmly indorsed, and the trade associa- 
tion is recognized as being a growing and 
important factor in the economic life of 
industry of the country. 

The recommendation of the Commission 
that the Bureau of Census be given power 
to compel the return of statistical data 
needed from all manufacturers and deal- 
ers, “insuring satisfactory development of 
trade statistics with regard to accuracy 
and comparability from month to month,” 
has the appearance of more government 
control; there are those who contend that 
the organic law under which the Bureau 
operates now carries a provision which 





in Capitol—No great changes expected 
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covers the point made. 
however, apparently would be required if 
Congress acted upon the recommendation 
that practical application of the anti-trust 
laws might well be clarified or extended 
with reference to the circulation of identi- 


| fied price and statistical information. This 


latter proposal apparently. was explained 
by that part of the report which declared 
that too much individualization and identi- 


| fication of information in reports to asso- 


ciation members should be prevented. It 
was stated that it is undoubtedly better 
for trade asscciations if its members, as 
such, do not have too concentrated or ex- 
clusive an interest in price. 

“A frank and above-board interest in 
the standardization of certain practices 
that practically, and often too covertly, 
affects costs to the buyer is a field for 
trade asscciation activity of much prom- 
ise,” the report said. “Too keep such work 
free from the taint of conspiracy and il- 
legal restraint of trade is, however, an 
important task for the permanent pilots 
of trade associations, and one in which 
they need outside advice and assistance.” 

It was pointed out in the report that 
there has been a marked development of 
statistical work, largely through coopera- 
tion between trade associations and the 
government, since the war, and this de- 
velopment, it was stated, is bound to go 
much farther. There is no good reason 
why price statistics should not be covered 
in this way, it was said. 

“And there is a presumptive reason in 
the nature of trade statistics why the 
government should have the authority to 
obtain them whenever their compilation 
and publication is deemed in the public 
interest,” the report continued. “Govern- 
ment participation in trade statistics has 
in its favor the fact that it warrants un- 
qualifiedly the making of the statistics 
available generally, instead of accepting 
the situation that involves attempts to use 
them as a trade advantage for the sellers 
only.” 

But the effort of the report to justify 
governmental interference has met with 
resentment, and since it was stated that 
the recommendation was not that of the 
Commission itself, it has been discounted 
accordingly. 

An interesting feature of the report is 
the statement that no outstanding general 
differences between open price and other 


types of trade associations were found. | 


This evidently is explained by the fact 
that the term open price association is 
not interpreted as it formerly was, be- 
cause no one has assailed certain open 
price associations more than has Mr. 


in tariff 


More legislation, | 


rates. 


Hoover. And no one is more triendly 


toward legitimate trade associations than 


Mr. Hoover is. 
ok * ok 


A backwash has set in from the recent 
wave in favor of general and greatly in- 
creased tariff rates. It is reported that 
Mr. Hoover himself has been responsible 
for the change in sentiment, and even 
Senator Smoot, chairman of the Com- 
mittee on Finance, certainly a high pro- 
tectionist if ever there was one, denied 
that he had urged greatly increased rates 
through the new law. On the contrary, 
he said, it is his opinion that upward 
changes will be comparatively mild, with 
the possible exception of those relating 
to duties on agricultural products. How- 
ever, when Mr. Smoot was asked about 
specific commodities, hides, leather, wool, 
cotton, cotton manufactures, etc., he ap- 
peared to unconsciously conflict with his 
own view as to few changes, because he 
was quoted as seeing the necessity of 
changes in many lines. The fact remains, 
however, that sentiment just at the pres- 
ent is for no great changes. Perhaps some 
of the principal changes will be in the 
administrative features and in reclassifica- 
tion. On the whole, the present Repub- 
lican tariff, in Republican eyes at least, 
| has worked satisfactorily, and to greatly 
change it, it is contended, would be a 
repudiation of a perfectly healthy and 
sound Republican product, though changed 
economic conditions since enactment of the 
law are held to call for some revisions. 

It is said that the House Committee 
on Ways and Means has been greatly sur- 
prised at the flood of requests for in- 
creased duties throughout the tariff. Some 
members are of the opinion that many 
requests have beén made with a view of 
holding present rates rather than expecting 
to get increases. The Committee also does 
| not appear to place as much emphasis as 
previously on the so-called difference in 
| costs of labor abroad and in the United 
| States. It is conceded that there are vast 
| differences in wages per man, but that in 
some industries mass production in the 
United States brings the cost down to a 
virtual parity with that of foreign pro- 
duction when considered from a point of 
volume. Indeed, it is contended that in 
certain instances the costs are greater in 
the United States. But American indus- 
try may be assured of protection, and there 
may be a number of increases granted 
| that will accord with requests. 

The different government departments 
| already are studying requests made for 
| tar.ff changes, acting for members of the 
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Optimism for Business Outlook Is 
General—Prices Are Firm 


New York, Feb. 20.—Despite a temporary dullness characteris- 
tic of February, jobbers and dealers throughout the country are 


very optimistic about the outlook for spring trade. 


In many sec- 


tions of the country winter lines are still in fairly active demand, 


while spring lines are already moving in other quarters. 


Quite a 


number of future orders are also noted in the business being re- 


ceived. 


Firmness is an outstanding feature of the price situation, a few 


items showing advances. 


Collections are a reflection of general business conditions, vary- 


ing from slow to fair. 


Ammunition Reduced 10 Per 
Cent—Change Effective 
Immediately 


Effective immediately, loaded shells and 


metallic ammunition has been reduced 10 
per cent. This information became avail- 
able Feb. 18. 


Bank Debits Rise 12.6 P. C. to 
$20,816,761,000 Total 


Debits to individual accounts, as report- 
ed to the Federal Reserve Board by banks 
in leading cities for the week ended Feb. 6 
aggregated $20,816,761,000, or 12.6 per cent 
above the total of $18,486,655,000 reported 
for the preceding week, and 42.6 per cent 
above the total for the week ended Feb. 8, 
1928. 

Aggregate debits for 141 centers, for 
which figures have been published weekly 
since January, 1919, amounted to about 
$19,900,660,000, as compared with $17,- 
667,622,000 for the preceding week and 
$13,770,300,000 for the week ended Feb. 8, 
1928. 


Department Store Sales Gain Five 
Per Cent in Month 


Department stores sales showed an in- 
crease of 5 per cent in January over the 
corresponding month last year, the Fed- 
eral Reserve Board announced on Feb. 10 
in its preliminary report of retail trade. 

“Of the 430 reporting stores, 228 showed 
increased sales over last January,” the re- 
port said. “The largest increases were 
reported by stores in the Chicago, Kansas 
City, and San Francisco Federal Reserve 
districts, while there were decreases in the 
Boston, St. Louis, and Minneapolis dis- 
tricts. 


| “Sales of two mail-order houses were 
; 26.5 per cent larger and those of eight 
| five-and-ten cent chain stores 7.6 per cent 


| larger than in January of last year. 

“Changes in the volume of business of 
both mail-order houses and chain stores 
reflect in part an increase from month 
to month in the number of retail outlets 
; operated.” 


Week’s Price Average 97.1 P. C., 
Says Prof. Irving Fisher 
Prof. Irving Fisher of Yale University 
announced on Feb. 14 that last week’s 


wholesale commodity prices, based on 
Dun’s quotations, averaged 97.1 per cent. 





| The January average was 97.4 per cent. 
The purchasing power of th¢ dollar was | 


103 cents on a 1926 basis of 100 cents. 
The January average was 102.6 cents. 
Crump’s index of English prices 
the week on the revised 1926 level was 
92.8. The January average was 93. 
The Italian index on the revised 1926 
level for the week ended Feb. 26 was 75.8. 


Ending Feb. 2 


Loading of revenue freight for the week 
ended Feb. 2 totaled 946,892 cars, the car 
service division of the American Railway 
Association announced on Feb. 12. 


was an increase of 20,704 cars, with in- 
creases being reported in the total loading 
of all commodities except coke and forest 
products, which showed slight increases. 

The total for the week of Feb. 2 was 
an increase of 20,630 cars over the corre- 
sponding week in 1928, but a decrease of 
18,772 cars under the corresponding week 
| in 1927. 








1929 Construction Record 
Below Last Year’s Record 


Building of house, office or store con- 
structions in January decreased for the 
third consecutive month, as indicated by 
the reports received by Bradstreet’s Jour- 
nal from 195 cities. The decrease in Janu- 
ary, however, was much less marked than 
in either November or December. 

The total value of the building permit- 
ted for at 196 cities of the United States 


| for the month of January was $208,505,- 





227, as against $210,915,849 in December, 
1928, and $215,906,100 in January a year 
ago. There is here indicated a decrease 


| of 1.1 per cent from December and of 


3.4 per cent from January a year ago. 
Compared with both December last year 
and January a year ago, gains are shown 
in the Middle Atlantic and Far Western 
groups. In all, 87 cities show gains, while 
109 show decreases from January, 1928. 





Radio Corp. of America Reduces 
Vacuum Tube Prices 


Price reductions ranging from 10 cents 
to a dollar, on ten types of Radiotron 
vacuum tubes in wide general use, were 
announced on Feb. 15 by the Radio Cor- 
poration of America. Effective Feb. 15, 
Radiotron UX-226 is reduced 25 cents, to 


| $2; UY-227 is reduced a dollar, to $3; 


UX-280 is reduced 75 cents, to $3.50; UX- 
281 is reduced 25 cents, to $7.25; UX-112- 


| A is reduced 25 cents, to $2.50; UX-250 


| 


for | 


is reduced 50 cents, to $11; UX-199 is re- 
duced 25 cents, to $2; UX-171-A is re- 
duced 25 cents, to $2.50; UX-200-A is 
reduced 50 cents, to $3.50, and UX-201-A 


| is reduced 10 cents, to $1.40. 





Chain Store January Sales 
Break Record for 1928 


The year 1929 has opened more au- 


| spiciously than 1928 for the large retail 
| chain store organizations, according to the 
| volume of sales reported for January. 


Car Loadings Rise 20,704 in Week | 


Sales of S. S. Kresge Co. for January, 
new stores included, were $9,018,932, com- 


| pared to $8,657,776 in January of the pre- 





ceding year, an increase of 4.1 per cent. 
This chain has now 509 stores in opera- 
tion. Interstate Department Stores, Inc., 
new stores included, announce an increase 


| of 47 per cent over 1928. Sales last month 
Compared with the preceding week, this | 


were $1,410,124, as compared to $958,660. 
Sales of the Waldorf System, Inc., res- 
taurant operators, for last month were 
$1,296,046, an increase of 5.6 per cent 
over January, 1928, when they were $1,- 
226,568. 

F. & W. Grand 5-10-25 Cent Stores re- 
port sales for January, 1929, totaling 


$1,095,765, against $800,394 for January, 
1928, an increase of $295,371, or 36.9%. 
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Winter Items Are Lively and Staple Lines 


Are Normally Active at Chicago— 
Prices Are Little Changed 


(Chicago Office of HARDWARE AGE) 


CHICAGO, Feb. 19.—Chicago jobbers report a continuance of the 
excellent demand for’ winter items needed to meet local weather con- 
ditions. Orders for staple goods are normal in character and future 
orders are being received in good volume. 

Current orders are large for: anti-freeze, tire chains, auto heat- 
ers, coil chain, copper rivets, radio supplies, work gloves, files, lard 
presses, sausage mills, cross-cut saws, axes, skates, skis and sleds. 

An advance of 214 per cent on No. 14 copper code wire was the 
only price revision made affecting our quotations. Manufacturers 
will announce their new prices on axes and rope March 1. Ad- 


vances are declared probable on: 


skates. 


coil chain, lock sets and roller 


Increased production is the feature of the Chicago steel industry. 
Mill output in this area now averages 92 per cent of capacity and 
prices are well maintained at steady figures. 

Collections are reported as averaging from fair to normal. 





AUTOMOBILE ACCESSORIES.—Win- 
ter goods are selling freely. Spring 
goods are a little slow. Prices are 
without recent change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs.—Splitdorf -for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, “45e. each; Champion Blue 
Box line, 58c. each; A. C., 58c. each; 
lots of 100, 50c.; A.C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 1% in. cylinder, 
$1.85 each. 

Tires and Tubes.—-Mansfield tires, 
30 x 3%, Liberty cord, $4.95; heavy 
duty oversize, $7.05; 32 x 4 Liberty, 
$9.75; heavy duty, a 80; tires, 29 x 
4.40, $7.60; 32 x 6.5 heavy duty, 
$19. 80; tubes, 30 x Bie ” $1.20; balloon 
tire tubes, gray, 29 x “4, 40, $1.50. 

Anti-Freeze Mixtures. __ Eveready 
Prestone, $3.80 gal. in cans. 

Glycerine.—“G. P. A.,” $1.80 gal.; 
alcohol and glycerine solution, 90c. 
ga 


BICYCLES. — Southern dealers are 
placing some orders. Business locally 
is quiet. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0.B. CHICAGO 
Double Bar Moto-Bike Model, 
$26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 
BOLTS AND NUTS.—The “full case” 
lists are now generally used by all 
jobbers, according to reports. Steady 
prices prevail. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount: all stove 
bolts 75-10 per cent discount; lag 
screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—Manufac- 
turers are said to be selling lock sets 





below the cost of production. On this 
account, advances are likely. Present 
prices are well maintained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


3% x 3% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 
$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set: wrought brass, 
bit-keyed front door sets, $2.60 per 
set; cylinder front door sets, $6 ner 
set. 


CHAINS.—Demand is good. Prices are 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


%-in. Proof coil chain, $8.75 cwt. 
base; Trade Marked coil chains, 40-10 
per cent off list; No. 00, 4% ft. elec. 


welded cow ties, $2.40 per doz. 
COPPER RIVETS AND BURRS.—Job- 
bers who placed their contracts prior 
to the last manufacturers’ advance con- 
tinue to sell at the old figure, and re- 
port business lively. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Copper rivets and burrs, 30-10 per 
cent discount. 


COTTON GLOVES.—The good demand | 


continues. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

8 oz. cotton gloves, $1.35 per dozen. 
ELECTRICAL MERCHANDISE. — 
Manufacturers have advanced No. 14 
code wire 2% per cent. Other prices 
are steady. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CHICAGO: 


Electrical Merchandise.— No. 14 
rubber covered wire, $6 per 1000 ft.: 
in less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; %-in. brush brass key 





socket, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two piece at- 
tachment plugs, 71%4c. each; dry cells, 
boxes of 55, 32%c. each; less than 
case lots, 35c. each. 

Electrical Appliances.—Iron Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; lots of six, $4.75; Percola- 
tor, Universal 9169, $16.65. 

Radio —— —Radio B batteries, 
D 779 E, $1.40 each; case lots of 5. 
~ 30: No. 770, $3 each; packages of 

$2. '80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97: No. 485, Lavyerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes. —UX-201A, 97%c.; 
UX-199, $1.46%4; UX-227, $2.60: UX- 
171A, $1.78%. 


FILES.—A very good demand is re- 
ported for first grade files. Prices are 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


First grade, 50 per cent; medium 
grade, 60-10 per cent. 


GLASS AND PUTTY.—Demand is sea- 
sonable. Market firm. Any price 
changes will have an upward tendency, 
which lends confidence to keeping com- 
plete dealer stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount: 
double strength A, all brackets, 85 


per cent discount; double strength B., 
all brackets, 87 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—Tool 
manufacturers have maintained steady 
prices for several months. Better sales 
volume expected soon. 


"JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 


doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—Hirst quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 





shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 
LARD PRESSES AND SAUSAGE 
STUFFERS.—Excellent demand at un- 
| changed prices. 
JOBBERS’ QUOTATIONS TO RE.- 
| TAILERS, F.O.B. CHICAGO: 
Enterprise No. 25, $8.00 each; No. 
31, $8.65 each; No. 35, $9.50 each. 
NAILS, WIRE AND STAPLES.—Car- 
; load inquiries are quite frequent and 
general sales volume good. No recent 
price changes. 
JOBBERS' ag agetase nd TO RE.- 
TAILERS, F.O.B. CHICA 
L.c.l. quantities abn aha and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill shipment price is $3.05 base. 
Carload (36,000 Ib.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 
No. 9 black annealed wire, $3.20 per 
100 1b.; No. 9 galvanized, plain wire, 
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$3.75 per 100 lb.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 lb.; polished fence staples, 
$3.55 per 100 Ib. 
OIL COOK STOVES, HEATERS AND 
SUPPLIES.—Future order business on 
cook stoves and ovens is picking up. 
No price changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Perfection.—No. 72, 2 burners, $18; 
No. 73, 3 burners, No. 74, 4 


burners, $29.50; No. range, 


$140. Deal- 


$129; No. 339 oil range, 

ers’ discount on net purchases of less 
than $100, 30 per cent; on all net 
purchases, including and following 
$100 qualifying order, 334 per cent. 


On all purchases amounting to $250 
or more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
he paid according to volume of busi- 
ness. 


Puritan.—No. 42, 2 burners, $18: 
No. 43, 3 burners, $23.25; No. 44, 4 
burners, $29.50; No. 249 oil range, 
$122. Discounts same as Perfection 
stoves. 

Nesco.—No. 450R, $60; No. 400R, 


215-1105, $51.50; No. 215, $41; 
No. 214, $30; No. 
213, $23.50; No. 


$55; No. 
No. 214-1104, $38.50; 
213-1103, $30.50; No. 
212-1102, $23.50; No. 212, $18; No. 211, 
$10. Prices quoted are for Nesco 
Zone No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 
count of 334%%-5 per cent. 


Ovens, Perfection.—211, 1 burner, 
plain door, $2.50; 211G, glass door, 
$2.70; No. 122G. 2 burners, glass 
swing door, $6.50. 

Puritan.—No. 42G. 2 burners, glass 
drop door, $5.50; No, 42, 2 burners, 


door, $5.25. Dealers’ dis- 
Perfection and Puritan 
same as on Perfection 


$1.80: No. 
Xe 010, 


steel drop 
counts on 
ovens the 
stoves. 

Nesco Ovens. =,No. 
$2.10; No. 5, 
No. 19, $4; 
No. 20, 
$5.30; 
Dealers’ 


05, 


No. 0301, ‘No. 301, 
discount 31-5 per cent. 
Perfection and Puritan Wicks.— 
3.75 per dozen, $45 per gross. Deal- 
ers’ discount same as_ Perfection 
stoves. 
oil Heaters.—Perfection, No. 5 
$6.25: No. 525 7.25; 
No. 1530, $9. 95: 
1550. $9.50: No. 
$13.50: No. 1670, $14.5 
Firelight Heaters, Noe 1526, $9.7 
No. 1686, $16.50. Dealers’ FO wicid 
same as Perfection cook stoves. 
Nesco Oil Heaters.—No. 12, $5.50; 
No. 15, $7; No. 016, $8.25: No. 1600, 
$9.75: No. 0190C, $10 ee: No. 1900C, 
$12; No. 0199D, $10.5 No. 19001, 
$12: No. O60190F. $10. 58: No. 19008, 
$12; No. 505, $11.25; No, 095, $12.75; 
Nos. 705C, 705D and 7 , $16. 
Discount 30-5 per an 

Nesco Wicks, Cook Stove.—$3.00 
per doz., same discount as Nesco 
stoves. Nesco oil heater wicks, No. 
348, 40c. each list; No. 515 Giant. list. 
Tie. each. Discount on Nesco heater 
wicks, 30-5 per cent. 


’ Perfe Ea 


PAINTS AND OILS.—Demand is nor- | 


No recent price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


mal. 











Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
=. per gal.; 5 barrel lots, 82c. per 
gal. 

Denatured Aicohol.— Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum 73ec. 


lots, per 


gal., net. 

White Lead.—100 lb. lots, $13.25; 50 | 
Ib. lots, $6.75; 25 Ib. lots, $3.40; 12% | 
Ib. lots, $1.75. 

Shellac (414 lb. cuts).—White, $2.58 | 
per gal. in barrel lots; orange, $2.26 | 


per gal. in barrel lots. 
_.English Venetian Red.—in barrels, 
54c. per Ib.; in 100-Ib. lots, 6%c. 


per Ib. 

i Paste.—Barrel lots, 7!4c. per 
PYREX WARE.—Good demand is re-| 
ported from dealers who are display- 
ing and advertising this line. Prices 


are steady. 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Bread Pans.—No. 212, 7.20 
No. 214, $12 doz. 

New Handled Casseroles.—Round. 


doz. ; 


No. 622, $12 doz.;: No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.: 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 — 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 

Gift Sets.—No. 515, $3.43 per set. 


ROLLER SKATES.—Dealers are get- 
ting their stocks in, so as to be pre- 
pared for the big demand a break in 
the weather will bring. Firm prices 
prevail. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Union Hardware, boys’, $1.40; 
Union Hardware, girls’, $1.50. 

Chicago Roller Skate, No. 101, 
$1.30; No. 103, $1.40; No. 105, $1.40: 
No. 181, 2.65; No. 183, $2.75; No. 
185, $2.75. 


ROPE.—Mills and wholesalers report 
good selling volume. 


Fiber prices jus- | 


tify higher costs on rope after March | 


1, particularly on manila. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best manila, standard brands, 
20c. per Ib.; No. 2 manila, 
Ib.; No. 1 sisal, 15c. per Ib.; 
sisal, 14¢c. per Ib. 


SASH CORD.—Improved demand 


unchanged prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
No. 7 standard brands. $8.15 per | 
doz. hanks; No. 8, $9.35 per doz. | 
| 


base 


No. 2 


hanks. Competitive grade, No. 7, 
$7.70 per doz. hanks; No. 8, $8.80 per 
doz. hanks. 





18c. per | 


SAWS, CROSS CUT AND WOOD.— 
Sales hold to a high level as best sell- 
ing season progresses. Prices remain 
steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

5 ft. narrow Champion tooth, $1.55 
each; 5% ft. wide Champion tooth, 
2.10 each; 5% ft. wide Lance tooth, 
$4.35 each; 4 ft., one-man Champion 
tooth, $2.45 each. 

Single braced frame common tooth 
blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.: 
double braced frame, tuttle tooth 
blade, $11.40 doz. 


SAWS, HAND.—Normal demand 
unchanged prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

26 in., $29.50 doz.; 26 in., $33 doz.: 
26 in., $49.95 doz.; special, 26 in., 
Competition grade, $6.60 doz. 


SCREEN WIRE -AND POULTRY 
NETTING.—Prices are quite steady 
except occasional cuts in “off” brands. 
Sales volume has been very early and 
very heavy. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

12-mesh, painted screen cloth, $1.95 
per 100 sq. ft.; 14-mesh, galvanized 
screen cloth, $2.65 per 100 sq. ft.; 
galvanized before poultry netting, 
50-10-5 per cent discount. 


SCREWS.—Sales continue better than 
normal. No change in prices since last 


fall. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Flat bright screws, 47% per cent: 
round head blued, 42% per cent; flat 
head brass, 40 per cent; round head 
brass, 35 per cent. Larger orders, 10 
per cent less. 


WINTER SPORTING GOODS.—De- 
mand so far this year has been much 
larger than last season. Prices are 


steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Ice Skates.—Key clamp _ rocker, 
men’s and boys’, bright finish, 75c. 
pair; half key clamp rocker, women’s 
and girls’, cast steel polished run- 
ners, $1.00 pair; half key clamp 
hockey, women’s and girls’ best steel 
runners, $1.35 pair; children’s exten- 
sion bob skates, polished, 35c. pair: 
nickel plated, 45c. pair; Union tubular 
ice skate outfits, $4.60 outfit; Nestor 
Johnson flyer outfits, aluminum fin- 
ish, $5.25 outfit; Nestor Johnson flyer 
outfits, nickel plated, $6.00 outfit: 
Strand skiis, edgegrain pipe, 4 ft.. 
60c. pair; 5 ft., 90c. pair; 6 ft., $1.30 
pair; Strand skiis, mahogany finish. 
4 ft., 80c. pair; 5 ft., $1.10 pair; 6 ft.. 
$1.50 pair. 

Sleds.—Flexible flyer sleds, 35 per 
cent off list. 


at 


Wisconsin Convention Exemplified True Badger Spirit 


expressed the hope that they would use 
every effort to meet present conditions. 

D. A. Williams, Waukesha, chair- 
man, made the report of the nominat- 
ing committee, and on its adoption the 
following officers were elected: Presi- 
dent, H. A. Fuge, West Bend; vice- 
president, H. H. Meyer, Shawano; 
secretary, B. Christianson, Stevens 
Point. Executive Committee: J. E. 
Gorgahan, Whitehall; Walter Huch- 





(Continued from page 43) 


thausen, Manitowoc; Albert Schlatter, | 
New Glarus; Earl R. Butter, Milwau- 
kee. Advisory Board: Will M. Ott, 
Baraboo; Hugo Prange, Sheboygan; 
D. A. Williams, Waukesha. 

After the report of the Auditing 
Committee, Louie Hirsig, Madison, 
made an appropriate address, present- 
ing a fine golf bag and set of clubs to 
P. J. Jacobs, retiring secretary, as a 





token of esteem from the members. 


Harry A. Fogleman, director, Na- 
tional Business Forum, Chicago, made 
the concluding address of the conven- 
tion. With “He Profits Most” as his 
subject, Mr. Fogleman stressed the pol- 
icies that have spelled success for the 
world’s greatest retail firms, and gave 
the dealers plenty of worth while ex- 
amples of the benefits that accrue 
through serving intelligently and effi- 
ciently. 
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Stronger Demand Noted in Pittsburgh— 
Seasonal Lines Active—Prices Firm 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Feb. 19.—Hardware jobbers are taking a slightly 
more cheerful view of matters and the explanation is in a somewhat 
better demand. Goods are not moving freely, but demands are 


pretty well distributed over the various lines. 


The approach of 


spring is felt here and there and there is in the meantime a pretty 
steady fill-in demand for goods seasonal to this time of the year. 


Prices are holding well. 


Revised prices of automobile tires and 


tubes, which change comparatively few sizes and the most impor- 


tant being in the large balloon tires. 


Wedges now are being sold 


on a price instead of a pound basis, but change produces practi- 


cally no change in actual costs. 
5 to 71% per cent. 


Galvanized ware has been advanced 
Shot gun and rifle prices for 1929 have been an- 


nounced and except for a few models they are the same as for 1928. 
Copper rivets and burrs have moved up in keeping with the con- 


tinued strength of the base metal. 
vised without producing much change. 


slow in this district. 


Wringer prices have been re- 
Collections still are rather 





AUTOMOBILE ACCESS ORIES.— 
Chains and repair parts have been do- 
ing well as a result of continued cold 
weather, which followed snow and rain. 
Fair demand exists for anti-freeze rad- 
iator liquids. 
JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. PITTSBURGH: 


Tire Chains.—Lots of 1 to 9 pairs, 
list less 30 per cent; 10 to 49 pairs 
(one shipment), list less 35 per cent; 
50 pairs and over (one shipment), 
list less 40 per cent; adjusters, 50c. 
to 65c. per pair; pliers, 45c. each; 
links, No. 1, $6.50 per carton; No. 2, 
$3.25; No. 3, $3 

Radiator Compounds. — Denatured 
alcohol, 1 to 4 barrel lots, 60c. per 
gal.; 5 to 9 barrels, 58c.; 10 barrels 
or more, 56c.; Prestone, 1% gal. and 
1 gal. cans, $3.60 per gal.; % gal. 
cans, $3.80 per gal. 

Spark Plugs.—Lots of 100 or over, 
50c. each; less than 100, 53c. each. 


AUTOMOBILE TIRES AND TUBES. 
—New price lists, dated Feb. 6, have 
been issued by the Mansfield Tire & 
Rubber Co. Compared with the former 
schedule, the changes are comparative- 
ly few and the size of the change is 
moderate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Mansfield Balloon 


c—Casings——, 
Heavy 

Regular Duty Tubes 

Size 4 Ply 6 Ply Each 

19 in.—27x4.40 $7.00 nine 1.40 
21 in.—29x4.40 7.40 $9.50 1.50 
20 in.—29x4.50 7.95 ‘sas 1.55 
21 in.—30x4.50 8.25 11.05 1.60 
19 in.—28x4.75 9.15 ce ers 1.65 
20 in.—29x4.75 9.55 1.70 
21 in.—30x4.75 9.95 1.75 
19 in.—29x5.00 9.90 1.75 
20 in.—30x5.00 10.20 1.80 
21 in.—31x5.00 10.65 1.85 
22 in.—32x5.00 11.75 1.90 
18 in.—28x5.25 11.10 1.85 
19 in.—29x5.25 11.55 < tas 1.90 
20 in. —30x5.25 11.90 14.30 2.00 
21 in.—31x5.25 12.25 14.70 2.05 
18 in.—28x5.50 12.30 ae 2.20 
19 in.—29x5.50 12.65 15.15 2.25 
20 in.—30x5.50 Sor 16.05 2.35 












18 in.—30x6.00 16.15 2.25 
19 in.—31x6.00 16.65 2.30 
20 in. —32x6.00 16.95 2.40 
21 in. —33x6.00 17.55 2.55 
22 in.—34x6.00 18.25 2.50 
23 in.—35x6.00 19.00 2.55 
18 in.—30x6.50 19.65 2.50 
19 in. —31x6.50 inva 20.05 2.60 
20 in.—382x6.50 eer 20.30 2.70 
21 in.—< 20.90 2.85 
18 in.— 20.80 2.85 
20 in.—? 21.95 3.15 
21 in.—? 6.75 22.70 3.20 
20 in. —34x7.30 31.05 3.45 
Mansfield High Pressure 
ubes 
Size Casings pies 


$1.2 


NNN NNR Ree 
i) 





BATTERIES.—Fairly good demand is 
reported for dry cell batteries, prices 
of which are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Broken Unit 
Packages Packages 
/ i aeeerierrireT? | |. $2.06 
“tetas 3.20 2.97 
A Aa ree 2.06 1.92 
SO ee 3.00 2.80 
Me ME Ss whale. oS bs dct 1.32 1.14 
MN EY Sa: sare Was Oko coe 42 39 
Pe GE sa dak T oe 6% 1.05 .97 
i 5 ARC 1.40 1.30 
ee Ss eee 1.40 1.30 
Se 2.06 1.92 
in, ea, | SPO eae 1.93 1.79 
No. 6 dry age) “ignition type, unit 
packages, 36c. 
Flashlights. va ony 935, 64%4c. each; 
No. 950, 6%4c.; No. 790, 18c.; No. 705, 
19%4c.; No 750, 13%c.; No 13c. 


791, 
By ag "Shot.—No. 1461, $1. Rie No. 1661, 


BOLTS, NUTS AND RIVETS.—De- 
mand is steady for small lots, with 
prices showing a strong front. 








JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—-All styles except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
eent off list. 

Nuts.—All styles, 60 per cent off 
ist. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 


3UILDERS’ HARDWARE.—Seasonal 
ncrease in demand is reported, but the 
‘eal spring stride is yet to develop. 
Prices remain very firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 per 100 pairs; 
3% x 3% in., $19; 4 x 4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
re 60; light, 2, 3 in., $11 per 100 pair; 

in., $12.60. 

Hasps. —Hinges, without’ screws, 
single dozen lots, 3 in., 65c. per doz.: 
. i. tei: © oie $1.05: safety, 3 in., 
. per doz.; 4% in., $1.14; 6 in., 
0, 

_ Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets.—Heavy 


beveled, brass. 


inside, $17 per doz.; front door, $2.50 
per set; steel, inside, $5.25 per doz.; 
front door, $1.65. 


COPPER RIVETS AND BURRS.— 
Prices are higher with copper, jobbers 
now quoting retailers, f.o.b. Pittsburgh, 
35 per cent off list. 


DOOR MATS.—Good demand still is 


| reported. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Cocoa, $8 to $15 per doz. according 

to size; wire, 15% x 23% in., $1 each; 

18 x 30 in., $1.50; 22 x 36 in., $2.15: 

35 x 48 in., $3.33. 
ELECTRIC DRILLS.—Demand is very 
steady for this item and jobbers expect 
that before long there will be an equal- 
ly constant demand for electric powered 
saws. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


No. 141, $24 each; No. 142, $32; 
No. 122, $48; No. 562, $35.20; No. 382, 
$41.60. 
FERTILIZER.—Demand is yet to as- 
sume spring volume, but there is a fair 
movement on early orders in prepara- 
tion for spring requirements. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Old Gardner, cases of 24 1-lb. car- 


tons, $2; 48 1-lb. cartons, $8; 10 5-lb. 
bags, $3.20; 5 10-lb. bags, $2.75; 2 
25-lb. bags, $2.25; 50-lb. sacks, $2 


each; 100-Ib. sacks, $3.50 each. 


FILES.—There is usually a demand for 
files and the present is no exception. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Disston, 50 and 10 per cent off list, 
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Nicholson and Black Diamond 50 per 
cent off list. 
GALVANIZED WARE.—Tubs, pails 
and pans are higher by from 5 to 7% 
per cent in new price lists just issued by 
leading manufacturers. 


GUNS AND RIFLES.—Prices for 1929 
have been announced by the leading 
manufacturers and except for a few 
types of one or two manufacturers the 
schedule is the same as that for 1928. 
PAINT BRUSHES.—Demand continues 
to expand with the approach of spring 
and the active painting period. 


PAINTING SUPPLIES.—Oil is slight- 
ly higher. Prices otherwise are un- 
changed. Business is gradually but 
steadily expanding. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per Ib. 
in 100-lb. lots; 10 per cent less in lots 
of 50 lb. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 75c. per gal. in barrel 
lots; raw linseed oil, 11.9c. per Ib. 
in barrel lots. 


POULTRY NETTING.—Increasing de- 
mand is reported by jobbers, who quote 
to retailers, f.o.b. Pittsburgh, galvan- 
ized netting after weaving at 50 and 
10 per cent off list. 


POULTRY SUPPLIES.—Items under 
this heading are in seasonally good de- 
mand. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


eS. 1, $21 —_ ae 


$24.50; No. 3, $32. 55; No. $38. 
Riot 16E, $15. 7b; No. 17E, ‘4° oti 
prices net. 


Brooders.—No. 117, $10.33 each; 7 
313 $12.95; No. 119, 15.75; No. 


+49; 


2.25; No. 81, $12. 95; No. 101, $18. 55: 
No. 102, $22.50; all prices net. 
Fountains, Etc.—Fountains, 25c. to 


$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2.10 
each. 

Cel-O-Glass.—In 100-ft. rolls, 12c. 
per at ft.; in 50-ft. rolls, 12%4c. per 
sq “ 


SASH WEIGHTS.—The demand is in- 
creasing rather slowly. Jobbers quote 
to retailers, f.o.b. Pittsburgh, $42 per 
net ton. 


SKATES. Demand for ice skates 
appears to be satisfied, but a fair call 
exists for roller skates. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Roller Skates.— Union Hardware 
on es . 2, 70c. per pair; No. 3, 
10, $1.05; No. 6, $1.55; 
a line, No. 38%, $1.50; No. 38, 
$1.60; No. 38, rubber-tire, $2. 50 per 
pair. 
Ice Skates.— Winslow line, No. 2110, 





65c. per pair; same L. S., $1.12; No. 

2120, $1.20. Same L. S., $1.50; No. 

2140, $2.20; same L. S., $2.50. 
WEDGES.— Wood, stone, saw and 


crowbar wedges now are sold on a piece 
instead of a pound basis. The change 
in the mode of sale has produced no ma- 
terial change in the net cost. 


WRINGERS.—New prices have been 
issued on Lovell clothes wringers, which 
jobbers now quote to retailers, f.o.b. 








Pittsburgh, at $5.70 each for No. 1 and 
$8.60 each for No. 61. 

WIRE PRODUCTS.—Call for fence 
and fencing supplies is steadily expand- 
ing and there is a fairly steady move- 
ment of nails. 


JOBBERS’ QUOTATIONS TO RE- 





TAILERS, F.O.B. PITTSBURGH: 
Fence Wire 
per 100 Ib. Annealed Galvanized 
No. 6 to 9 gage........ $3.00 $3.45 
+ 3.05 3.50 
3.55 
3.65 
3.80 
4.00 
4.30 
16 3.7 4.55 
Barbed wire (per 80-rod ene 
DOME “OREO. kos cbccecsercnred 2.97 
ge Se Se ee eet 
ce Se TS SS ee are 3.43 
PENS SRDS 5 aos Siok vy s00 8 4s be 3.17 
2-point cattle (special) ......... 2.25 
4 eld Woven Wire Fence, per 100 
rods: 





Poultry and rabbit (No. 14% gage): 
No. 1635 eo § z= 
No. 1948 


Pe EE n85 fuse db cscuwenwetute 49/50 
Smaller mesh 

MDs, EEE, on G% codices s secede wes ee $37.00 

ee ee ee ee 44.50 

i Me > sp. bi ule eS Sanco aad ta 2.00 

LEE SeAns ack seen da sinnaD clones 60.00 


Steel Fence Posts: 
Galvanized Painted 


Tubular Angle Steel 
Ra S59 wie nh weal BOC MON oon ecsass 
8% ft. ...........55¢. each 38c. each 
eee a 65c.each 40c. each 


7% tt 65} Sahccgbuouseaseas 45c. each 
right nails, base per keg, $3. 


New England Jobbers and Retailers 
Optimistic About 1929 Business Outlook 


(Boston Office of HARDWARE AGE) 


BOSTON, Feb. 19.—No end of optimism regarding 1929 as a busi- 


ness year is expressed in retail and jobbing establishments. 


Re- 


tailers now say that 1929 is simply following business circles in 


former years. 


That in the years referred to, business started hesi- 


tatingly, but gathered momentum as time passed and in the final 
analysis made a good showing. Feeling as they do, retailers see no 


reason to become uneasy. 


It is believed that a great amount of 


money will be spent in New England this year on roads, home con- 
struction, other kinds of building, farming, gardening, building re- 
pairs and paint. There seems no good reason why retail hardware 
dealers should not secure their share of this money. 

Although jobbers in general profess to see a further gain in week- 
ly bookings and shipments, one and all admit that retail buying is 


not what it should be at this time of the year. 


That statement, it 


is said, applies to buying for immediate as well as for future re- 


quirements. 


Jobbers are inclined to believe that the retarded busi- 


ness is to a considerable extent due to a great amount of sickness in 


retail hardware circles. 


Retailers’ interest in their annual conven- 


tion in Boston this week also diverts some attention from routine. 
It is felt a lot of retailers have withheld placing orders until they 
have had an opportunity to inspect first hand new goods and ideas 
at this annual show. Collections are slow to fair. 





AUTOMOBILE ACCESSORIES.—Job- 
bers say an adjustment is coming on 
automobile tires. The adjustment will 
involve slight advances and slight re- 
ductions, but further than this jobbers 
are not prepared to make an announce- 
ment. Anti-freeze compounds continue 
in excellent demand. Demand for chains 
has dropped off perceptibly. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Tires.—Mansfield line, straight side, 


30 x 3% in., $8.85 each; 31 x 4 in, 
$11. 10; 32 x "4 in., $11.80; x 4 in., 


te “4 
in,, $21. 15; 35 x 5 in. +» $22.70. Discount 
5 per cent. 

Tires.—Mansfield line, peees. 27 x 
4.40 in., $7. 4 each; 29 x 4.40 in., $7.60; 
30 x 4.50 $8.45; 30° 600 in., 
$10.20; 31 ., 6 00 in., $10. 65. Discount 
5 per ‘cent. 

Tires.—Mansfield line, balloon, six 
30 x 4.50 in., $11.05 each; 30 x 
5.25 in., $13.85; 30 x 5.50 in., $ 
35 x 6.00 in., $18.55. Discount 5 per 
cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40 in., $15.60 per car- 
ton; 30 x 4.50 in., $18. Discount 10 
per cent. In less than carton lots, 
— per tube should be added to the 
cost. 


Tubes.—Mansfield line, six to the 
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soreem 30 x 4.75 in., $9.90 per carton; 
1 -00 in., $10.50; SF 1 in., 
$11.40 29 x 5.50 in., $12. 90; x 5.50 
in., $13.50; 30 x 6.00 in., 12: ee 
6.00 in $13.20; 32 x 6.00 in., $13.80; 
33 x 6.50 in., $16.50. Discount 10 per 
cent. In less than carton lots, 10c. 
per tube should be added to the list. 

Prestone.—In % gallon containers, 
$3.80 per gal.; in 1 gal. containers, 
$3.60; in 1% gal. containers, $3.60 for 
crate lots. Testers, $1.50 each. 


CAPS AND CAPPERS.—Orders for 
caps and cappers have been somewhat 
better of late. Most of the buying is 
for future delivery. Retail stocks are 
said to be small. 


JOBBERS’ a eS. TO RE- 
TAILERS, F.0O.B. BOSTON 

Bottle Crowns.—One gross to the 
carton, 2lc. per gross net; ten gross 
% carton, 20c.; fifty gross to carton, 

iC. 

Cappers.—Indestro, No. 1000, $10.80 
per doz. net; Everedy, No. 100, $9; 
No. 1108, $10; No. CB, $21. 

Corks.—Two X tapered No. 5, 70c. 
ed A ig 500; No. 6, T75c.; No. > 

8, $1.08; 4 2 $1.30; No. — 


31 “id: No. 12, a7 70; $2.20; 

16, $3; No. $3. bon ° short No. Ne 
$2.70. straight, 1346C, No. 7, $5.40 per 
1000 net; $5.85; Ne 9, $6.90; 


No. 8, 
No. 10, $7.65. 


CONDUCTOR PIPE. — A somewhat 
broader market for conductor pipe is 
reported by jobbers, who add, however, 
that business is by no means active. 
Retailers interviewed the past week feel 


it will be a very good year for such 
pipe. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Conductor Pipe.—Steel, 28 gage, 2 
n., in lots of 250 ft., 18¢c. per ft. list; 
3 in., 20c. Discount, 60 and 15 per 
cent. Toncan, 28 gage, 2 in., 18c.; 3 
in., 20c. Discount, 45 and 10 per cent. 
Sheet steel, 28 gage, 2 in., 18c.; 3 in., 
20c. Discount, 75 per cent. Higher 
prices are asked for smaller lots. 

Elbows.—Round, corrugated steel, 
28 gage, No. 2, 2 in., 30c.- each list bn 
lots of 200; 3 in., 36c. No 
30c.; 3 in., 36c. Discount, 60 ‘and 16 
per cent. Toncan iron, No. 2, in., 
40c. each list in lots of 300; 3 in., 
48c.; No. 3, 2 in., 40c.; 3 in., 38c. 
Discount, 55 per cent. Higher prices 
are asked for smaller lots. 


GRASS SEED.—Now is the time for the 
retail dealer to look to his grass seed 
requirements. Some already have done 
so, and have placed orders with job- 
bers. 


JOBBERS’ YO Ate TO RE- 
TAILERS, F.O.B. BOSTO 

Grass Seed.—Bowling pan {in 100 
Ib. bags, 20c. per Ib. net; in 10 Ib. 
packages, 21c.; in one lb. packages, 
25c. Woodlawn shady, in 100 Ib. 
bags, 28c. per Ib.; in 10 lb. packages, 
24c.; in one Ib. packages, 28c. Green 
meadow. in 100 Ib. bags, 33c. per Ib.; 
in 10 lb. packages, 34c.; in one Ib. 
packages, 38c. Keney Park, in 100 
Ib. bags, 12c. 


INSECTICIDES. — Some substantial 
orders for lime sulphur, black leaf and 
kindred insecticides have been placed 
with jobbers so far this month, but the 
retail trade in general has been back- 
ward in placing business. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON 

Lime Sulphur.—In quart containers, 
31c. each net; in gallon containers, 
59c. Direct shipments, in five gallon 
containers, 48c. per gal. f.o.b. Balti- 
more; in 50 gallon containers, 16%c. 

Paris Green.—In one pound pa- 
pers, 35c. per pound, nets. in %-lb. 
papers, 40c. 

Hellebore. —Powdered, white, % Ib. 
pack - e 4 per Ib. net; % Ib. 
35c. ; 

Pine Tara cans, re pints, $1.10 
PSs doz. net; pints, 1.6 quarts, 


Crow Repelient.—Stanley’s small 
containers, 70c. each net; large con- 
tainers, $1.05. 

In-A-Minute.—Insecticide, $3 per 
doz. net. 

Bug Death.—One lb. packages, $1.44 
per doz. net; three lb. $3.75; five Ib., 
$5.62; 12% Ib., $13.50; 100 Ib., $7.50 
each. 


MALLETS.—We are rapidly nearing 
a period when public buying of various 
kinds of mallets should naturally in- 
crease. Jobbers are urging retailers to 
anticipate their requirements. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ~—— 

Mallets.—Tinners’, No. 2, ‘$2.08 per 
doz. net; No. 4, $2.90. Hickory, No. 0, 
$7.06 per doz. net; No. 1, $6.12; No. 
2, $5.20; No. 3, $4.24; No. 4, $3.30. 
Lignum vitae, No. 0, $10 per doz. net; 
No. 1, $8.50; No. 2, $7; No. 3, $4.68; 
No. 4, $3.88; No. 5, $3.50. 


POLISHES.—Some of the makers of 
floor polishes and kindred merchandise 
are conducing quite an extensive adver- 


Building Paper.—Sheathing, 30 lb. 
rolls, 90c. per roll net; 40 Ib. rells, 
$1.80; 20 Ib. rolls, $1. Red rosin, 20 
lb. rolls, $63 a ton net; 25 Ib. rolls, 
$63. Asphalt felt, 65 Ib. rolls, $65 a 
ton net. 

Shingles. — Hexagon, three-tab, 10 
in., $3.84 per square, net; 12% In., 
$4.80. Giant, individual green, $6.65; 


colored tint, $6.90. Standard indi- 
vidual, $5.40 per square, net. 
Roof Coating.—No-Tar-in., black, 


one gal. containers, $1.25 each, list: 
five gal. containers, $1.10 per gal.; 25 
gal. containers, 80c. per gal.; 50 gal. 
containers, 75c. per gal. Red, one gal. 
containers, $2 each list; five gal. con- 
tainers, $1.85 per gal. Discount, 40 
per cent. 


SASH CORD.—Competitive sash cord 
has been reduced 2c. a pound in price, 
but otherwise prices remain as hereto- 
fore. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Sash Cord.—Samson, No. 7, 69c. per 
Ib., net; Nos. 8, 9, and 10, 68c.; 


floor polish, 


POULTRY 


plies in general. 








tising campaign, and jobbers are urging 
the retail dealer to take advantage of 
the fact to boost their sales. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Polish. — O’Cedar liquid finishing 
4 oz. containers, $2.40 
per doz.; 12 oz., $4.80; quart, $10; %- 
gal., $16; gallon, $24. 

Mops.—Floor No. 22, $16 per doz. 
net; wall dusting, $12; polishing, No. 
1, $10; No. 2, $14; No. 5, $10; No. 6, 
$14. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Iincubators.—No. 40, $1.75 each net; 
style E, No. 14, $11.50; No. 16, $19.25; 
No. 17, $25.73; No. 1, $26.25; No. 2, 
$31.15; No. 3, $40.43; No. 4, $47; No. 
5, $74.90. 

Brooders. — Oil burners, Nou. 27A, 
200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity, $14; 
No. 80, 350 chicken capacity, $13.30; 
No. 81, 500 chicken capacity, $15.05; 
No. 101, 500 chicken capacity, $18.50; 
o. 102, 1000 chicken capacity, $22.05. 
Coal burners, No. 117, 350 chicken 
capacity, $11.55; No. 118, 500 chicken 
capacity, $15.05; No. 119, 1000 chicken 
capacity, $18.55. Electric burners, No. 
90, 50 chicken capacity, $10.15; No. 
91, 100 chicken capacity, $13.83; No. 
92, 200 chicken capacity, $17.33; No. 
93, 300 chicken capacity, $20.65. 

Poultry Netting.—From stock, hex- 
agon, galvanized after weaving, 50 
per cent discount; galvanized before 
weaving, 50 and 10 per cent discount. 
Direct mill shipments, galvanized af- 
ter weaving, 50 and 10 per cent dis- 
count; galvanized before weaving, 50, 
10 and 10 per cent discount. 


z! 


ROOFING MATERIAL.—Owing to the 
more or less open winter certain kinds 
of roofing coating and patching have 
not sold as well as usual. 
hand, 1929 sales of papers and shingles 
to date compare satisfactorily with 
those of 1928 and 1927, but it is com- 
mon opinion among jobbers that retail- 
ers in general have not begun to cover 
their requirements. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 

Roofing Paper.—Rolled, smooth sur- 
face, heavy, $1.75 per roll net; extra 
heavy, $2.05: medium, $1.30; light, 
90c. Mineral surface, $1.80 to $1.95. 


SUPPLIES. — Some im- 
provement is noted in retail buying of 
incubators, brooders and poultry sup- 
Sales so far this sea- 
son compare favorably with those of 
former years, according to jobbers. 


On the other 





Phoenix, No. 6, 50c.; No. 7, 48c.; 
Nos. 8, 9, 10 and 12, 47c. Competitive, 
No. 7, 37c.; No. 8, 36c. 


STEEL GOODS.—During the past week 
or ten days there has been quite a 
heavy movement of steel goods, such as 
hoes, rakes, shovels, etc., out of job- 
bers’ stocks. Shipments represent 
goods purchased many weeks ago. 
Numerous New England retailers still 
hold out on placing orders. 


VACUUM CLEANERS.—tThe spring 
house cleaning season is close at hand. 
Retail dealers should therefore make 
plans to increase their vacuum cleaner 


sales. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Vacuum Cleaners.—Universal line, 
No. 7201, complete, in lots of one to 
two cleaners, $34.25 per cleaner net; 
in lots of three to 11 cleaners, $33; 
in lots of 12 cleaners or more, $31.75. 
No. 720, without attachments, in lots 
of one to two cleaners, e$27.50 per 
cleaner net; in lots of three to 11 
cleaners, $26.25; in lots of 12 clean- 
ers or more, $25. 


VENTILATORS:—Ventilators are ex- 
tensively used in homes during the early 
spfing as well as during winter days 
and nights. Jobbers are endeavoring 
to have retailers keep a good supply on 


hand. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 

Ventilators.—_W indows, sliding 
screen. Continental wood frame ven- 
tilators, No. V 836, $3.60; No. V923, 
$4.05; No. V937, $4.50; No. V949, 
$6.10; No. V959, $6.75: No. V1537. 
$5.85; No. 1549, $7.80. Prices are per 
dozen net. 

Continental metal frame, No. 823, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 
1437, $7.30; No. 1445, $8.10. Prices are 
per dozen net. 

Diamond E, mietal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 
1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 4, $7.60; No. 5, $8.40. Prices are 
per dozen net. 


WINDOW WEIGHTS.—Although far 
from active, there is something doing 
in window weights each day, say job- 
bers. 


JOBBERS’ ray phe of TO RE- 
TAILERS, F.O.B. BOST 


Window gy on stock, 
2%c. a lb. From foundry (local), 
$41 a ton. 
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Cleveland Jobbers Report Gain in February 
Over Last Year—Spring Lines Moving 


(Cleveland office of HARDWARE AGE) 


CLEVELAND, Feb. 19.—Jobbers’ sales this month show a slight 
gain over last February. Retailers report business dull, but Feb- 
ruary is usually the dullest month of the year with retail merchants. 


More interest is developing in spring lines. 


Poultry supplies, in- 


cluding drinking fountains, feeders, etc., are showing considerable 


life. 


Steel goods are fairly active. 


A fair amount of business is 


now developing in roller skates. In sporting goods lines some orders 
for spring shipment are being placed for bicycles, fishing tackle and 


baseball goods. 


The market generally has a firm tone and there are few price 


changes. 


Manufacturers of lock sets have made sharp advances, 


but jobbers have good stocks and are still selling these at the old 


prices. 


have advanced approximately 5 per cent. 


vised, some being slightly higher 
changed. 
Collections are fair. 


Malleable and cast iron and brass valves and pipe fittings 


Tire prices have been re- 


and others lower. Tubes are un- 





AUTOMOBILE TIRES AND ACCES- 
SORIES.—A price advance of about 
2% per cent has been made on casings 
in some sizes and a price reduction of 
from 2% to 7% per cent has been made 
on clincher casings in sizes used on the 
old Model T Ford cars. Tubes are un- 
changed. Jobbers are taking a moder- 
ate volume of business in tires for 
spring shipment. 

AXES.—The demand is slow. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

First grade single bitted, rustless, 
black finished handled axes, $19.50, 
base, per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz; 60c. increases for dozen 
lots weighing 42 to 48 lb. and smaller 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES. — Radio batteries are 
moving fairly well. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.90.B. CLEVELAND: 
B & C Radio Batteries: 
Unit Broken 
Packages Lots 
,. Se are $1.14 $1.22 
Sk... ae ee 1.30 1.40 
1 ae 1.92 2.06 
SID 1 baky Uewaes ca 2.33 2.53 
Oe, a ee 2.80 3.00 
Pet: COE casnccdaawenda 2.97 3.20 
Dry Cell A_ batteries, No. 7111, 
35%c. in standard packages: 40c. in 
broken lots; Columbia igniter dry 


cell batteries, 32%c. in standard pack- 
ages; 36c. in broken lots. 


BOLTS AND NUTS.—While orders are 
fair, they are not quite as heavy as a 
few weeks ago, when dealers were fill- 
ing in their stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

Machine and carriage bolts, cut 
thread, hot pressed and cold punched 
nuts and lag screws, less than case 
lots, 60 per cent off list; bolts with 
rolled thread, % in. x 6 in. and 
smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is 
allowed for full case lots of one size. 
Stove bolts, 75 and 10 per cent off 
list; semi-finished nuts in bulk, 60 
per cent off list; 54 per cent for 
packages. 


BUILDERS’ HARDWARE. — Several 
lock manufacturers have made ad- 
vances of from 12% to 20 per cent on 
lock sets, inside door sets, front door 
sets and cylinder front door sets. Job- 
bers have good stocks and are still tak- 
ing orders at the old prices. A good 
volume of business has been taken for 
spring shipment. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 


In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 

Butts, case lots, 3 in., 16%c. per 
pair; 3% in., 18c. per pair; 4 in., 23c. 
per pair; for less than case lots all 
sizes are 2c. per pair higher. Butts 
with sand blasted finish are 4c. per 
pair higher. 

Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1415 per doz. 


CELL-O-GLASS.—This is in fair de- 
mand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Cell-O-Glass in 100 ft. rolls, 12c. 
per * ft.; glass cloth in 100 yd. 
rolls, 24c. per sq. yd. 
CHAINS.—Orders are not very numer- 
ous. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Coil chain, 3-16 in., $11.85 per 100 
Ib.; % in., $10.75 per 100 Ib.; 5-16 in., 
$9.25 per 100 Ib.; % in., $7.85 per 100 
lb. Cow ties, No. 14, $2.75 per doz.; 
No. 15, $2.50 per doz. Tie-out chain, 
60 per cent off list. 
CORRUGATED ROOFING.—This has 
not started to move very much as yet 
for spring shipment. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 


28 gage corrugataed roofing, 26 in. 
wide, $3.88 for 1% in., and $3.83 for 
2¥% in. for 10 squares or more. 

FERTILIZERS.—tThere is still consid- 
erable activity in fertilizers for early 
spring delivery. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Old Gardner fertilizer, 100 lb. bag, 
$5; 50 Ib. bag, $3; 25 Ib. bag, $1.75; 
10 Ib.. bag, 85c.; 5 Ib. bag, 50c.; 1 Ib. 
can, 25c. Above prices Bn ry to 
33% per cent discount. 


GLASS BAKING WARE.—There is i 
steady but not very active demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Casseroles.—Round or oval, 1 qt. 
$1; 1% qt., $1.17; 2 qt., $1.33; square 


$1.17; casseroles. with fancy covers, 
Soe. higher. 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 


Bread Pans.—No. 212, 60c.; No. 214, 
Utility, Dishes.—No. 231, 67c.; No. 
232, 


fae ry cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


LANTERNS.—The seasonal demand is 
drawing to a close and orders are light. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Victor, hot Bins. —-* $8.50 per 
doz.; Blizzard, $13.25 per doz.; D-Lite, 
$13. 35 per doz. ; large fount, D-Lite, 
$14.50 per doz.; Little Wizard, $9 per 
doz.; same with red or green gold, 
$11 per doz. 


LAWN HOSE.—There is not very 
much activity in this at present. 


JOBBERS’ gt oA TO RE- 
TAILERS, F.O.B. CLEVELAND: 

2-braid molded uncoupled hose, Ya 
in., 6%c. per foot; 5% in., 7%4c. per ft. 
% in, 8%4c. per tt.; coupled hose is 
Yc. per ft. higher. 


LAWN ROLLERS.—Orders for spring 
so far have been scarce. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

No. 4 lawn rollers, 18 x 24 in., plain 
bearings, $10 each; No 18 x 24 in., 
with ball bearings, $12. 75 each; No. 
7, 24 x 24 in., with ball bearings, 
$14. 50 each. 


NAILS AND WIRE.—The demand 
shows a little more life than recently, 
as retailers are filling in their stocks 
for spring. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Nails.—Factory shipment, car lots, 
$2.75 per keg; less than car lots for 
factory and stock shipment, $2.95 per 
keg; other products for stock ship- 
ment, No. 9 galvanized wire, $3.40 
per 100 Ib.; No. annealed wire 
$2.95 per 100 Ilb.; polished fence 
staples, $3.40 per 100 lb.; galvanized 
fence staples, $3.65 per 100 lb.; coated 
nails, $2.85 per peg. 
Barbed Wire.—Lyman, 4-point cat- 
tle wire, $3.17 per 80-rod spool; hog 
wire, $3.43 per 80-rod spool. 


OIL AND GASOLINE STOVES AND 
OIL HEATERS.—Gasoline stoves are 
in very good demand, but oil stoves are 
moving only fairly well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Perfection oil stoves, white porce- 
lain with built-in ovens, No. 9 
with 5 Superfex burners, 
279, ag 73 stoves, No. 74, { 
$29.50; 73, $23.75; No. 72, $18. 
Porites ‘oil ranges, white porcelain 
with built-in — No. 249, i: 
stoves, No. 4 burner, $29.50; 
43, 3 burner, $23.25; No. 42, 318. 
Puritan pressure gas white porcelain 
ranges with reg ovens, No. 759, 
$128; stoves, No. 714, 4 burner, $38; 
No. 71 13, $33; No. 708, 3 burner, $26.50. 
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Ovens, Perfection, No. 211, 1 
burner, plain door, $2.50; No. 211G, 
glass door, $2.75; No. 122G, 2 burner, 
glass swinging door, $6.20. Puritan, 
No. 42G, 2 burner, glass drop door, 


$5.50; No. 42, 2 burner, steel drop 
door, $5.25. 
PAINTERS’ SUPPLIES.—Both _ tur- 


pentine and linseed oil have declined. 
Retailers are placing a moderate 
amount of spring business. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B, CLEVELAND: 

Mixed paints, first quality, $2.60 
per gal. for colors and $2.75 to $2.80 
for white. 

Turpentine, in barrels, 70%c. per 
gal.; less than bbl., 86%c. per gal. 

Linseed oil, in bbls., 89%c. per gal. 
less than bbl., $1.04% per gal. 

White lead in 100-lb. kegs, 13%c. 
per lb.; in 50 and 25-lb. kegs, 13%c. 
per lb.; in 12%-lb. kegs, 14%c. per 
lb. Quantity discounts, 500 Ib. to 1 
ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. 


POULTRY NETTING AND WIRE 
CLOTH.—The demand is lighter than 
recently, as most of the early business 
has been placed. However, many re- 
tailers have not yet bought. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Poultry netting, galvanized after 
weaving, 50 and 10 per cent off list; 
galvanized before weaving, 59, 10 
and 10 per cent off list. 

Wire cloth, per 100 sq. ft., 12-mesh 
black, $1.95; 14 mesh, galvanized, 
$2.60; 14 mesh bronze, $6.10; 16 mesh 
bronze, $6.50. 


PIPE FITTINGS.—A price advance of 
5 per cent has been made on malleable 
and cast iron valves and fittings. Brass 
valves and fittings have also been 
marked up, some 5 per cent and others 
a larger percentage. 


PREPARED ROOFING.—Prices ap- 


pear to have become fairly well stabil- | 


ized at the recent reduction. Business 
is being stimulated by the prevailing 
prices, which are very low and sales are 
good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.86. CLEVELAND: 


Popular grades, light, 80c. per roll; 


medium, $1.05 per roll; heavy, $1.18 
per roll; slate surface roofing, $1.72 
per roll. 


RADIO EQUIPMENT.—Radio receiv- 
ing sets and tubes continue to move 
well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Tubes, CX No. 112A, $2.75; CX No. 
326, $2.25; CX No. 327, $4; CX No. 
380, $4.25; CX No. 371A, $2.75. 
Phileo 6-180-volt, AB-686, socket 
power units, $33; AB386, $39; AB- 
382, $45; 6-150-volt, AB-663, and AB- 
356, $27; AB-623, $33; 4-volt, AB-463, 
$27; AB423, $30; 6-volt, A socket 
power units, A-603, $16.50; B socket 
units, B-86, $21; B-603, $16.50; Philco 
trickle charger, TC-60, $6 
ROLLER SKATES.—With the ap- 
proach of spring these have become 
fairly active. Competition is keen and 
there is some price shading. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Union Hardware Co. skates, ball 
bearing, Nos. 4 and 5, $1.42 per pair; 
No. 6, $1.50 per pair; No. 3 plain, 75c. 
per pair. 
ROPE.—The demand is holding up fair- 
ly well. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 


Best grade manila rope at 20%c. 
per lb. for factory shipment and 2lc. 
per lb. for stock shipment; sisal rope, 
lé6c. per lb. for factory shipment and 
16%c. for shipment from stock. 


SASH WEIGHTS.—As is usual at this 
time of the year these are not active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 





Sash weights, $36 per ton; for mill 
shipment, $34 per ton. 





SHEETS.—Jobbers are taking a satis- 
factory volume of business, which has 
been. stimulated by the approach of 
spring. Several mills have advanced 
prices $2 per ton. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 
a galvanized sheets, $4.50 per 


STOVE BOARDS.—Orders are coming 
out in rather moderate volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Wood lined crystal stove boards, 
24 in. sq., $11.65 per doz.; 26 in. sq., 
$13.80 per doz.; 28 in. sq., $16.10 per 
doz.; 30 in. sq., $18.75 per doz.; 36 in. 
sq., $26.10 per doz.; 18 x 30 in., $13 
per doz.; 20 x 30 in., $15.70 per doz.; 
24 x 36 in., $17.40 per doz.; 30 x 38 
in., $22.30 per doz.; paper lined, 18 in. 
sq., $5.75 per doz.; 24 in. sq., $7 per 
doz.; 30 in. sq., $10 ee doz.; 18 x 24 
in., $6.70 per doz.; 20 x 30 in., $9.75 
per doz.; 30 x 36 in., $13.86 per doz. 


STOVE PIPE AND ELBOWS.—Early 
orders for fall shipment have been 
rather heavy and considerable business 
is still being placed in these items. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 


6 in., 20 gage stove pipe per crate 
of 25 joints, $3.28 for factory ship- 
ment and $3.55 for stock shipment. 
Same, 26 gage, $3.90 for factory ship- 
ment and $4.25 for stock shipment; 
6 in. corrugated elbows, $1.30 per 
crate for factory shipment and $1.40 
for stock shipment. 


SYRUP CANS.—Jobbers are now tak- 
ing orders for syrup cans for early 
shipment. A heavy production of maple 
syrup is looked for this year in districts 


where this syrup is produced. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

1 gal. square syrup cans, $12 to 
$12.25 per 100. 


Winter Lines Still Going Strong in Missouri 
River Crossings Territory 


(Kansas City office of HARDWARE AGE) 


KANSAS City, Feb. 19.—Both January and February have shown 
an improvement over last year when current hardware trade was 
considered good. Jobbing and retail stocks are relatively low, the 
percentage of “outs” being rather high. This, of course, is a faith- 
ful reflection of consumer demand. 

Snow has lain on the ground for about fifty days and the tem- 
perature has been correspondingly cold. Winter goods have been 
moving rapidly. With so much snow to slide on, the boys and girls 


have been clamoring for sleds. 


Trade in such merchandise lasted 


long after the holidays and is still registering. The stock of sleds is 


sure to be pretty well cleaned up. 
have been in keen demand. 


Skates, particularly shoe-skates, 





Cold weather has prevailed over a 
wide territory for weeks. Farther 
north blizzards have brought their dis- 
comfort. Because of heavy snowfalls 
the roads, even the concrete slabs, have 





often been impassable for traveling 
salesmen and others. Bus service has 
been interrupted frequently. 

The stove trade has been unusually 
good, being confined for the most part 
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to the circulating-heater type. Hunt- 
ers have been busy and the ammunition 
movement has been correspondingly 
brisk. Within a few miles of Kansas 
City, on the Kansas side of the State 
line, a neighborhood “drive,” covering 
64 square miles, rounded up and killed 
seventeen coyotes, in addition to many 
rabbits and other creatures that had 
been making depredations on account of 
the scarcity of their natural sustenance. 

Gasoline pressure stoves have been 
moving well. Dealers are following up 
their heater sales with sales of pres- 
sure ranges for the kitchen. Butcher- 
ing supplies have been in fair demand 
on account of the continued cold 
weather. Orders for poultry goods are 
already coming in. Incubators, brood- 
ers, etc., are being booked freely for 
future delivery. Snow shovels are 
among the brisk items. 

Radio sets and accessories have been 
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R-W Rapid Acting 
















~a quarter turn and 
it slides 
Here is a patented vise that is a real 


time-saver. And it’s so simple! The 
moving jaw slides back and forth full 





length of the guide rod, without turn- eel 
ing. Readjustment to accommodate 
articles of any size is made in a jiffy. The patented, two-piece, 
A simple quarter turn of the handle cam-operated nut permits 
:. : instantaneous adjustment 
re-engages the nut and gives a contin- at any point. Nut is ree 
eased or engaged by a 
uous screw. quarter-turn of the handle. 
Send for the R-W Catalog 
® - 
0. 
AHanever torany Door that Slides. 
New Youn: - - AURORA,ILLINOIS,U.S.A. ~ - ~ chicago 
Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
Minneapolis ansas City Los Angeles San Francisco Omaha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 


LARGEST AND MOST COMPLETE LINE OF DOOR HARDWARE MADE 
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in good demand. So have automobile 
batteries, radiator shields, denatured 
alcohol, etc. Wire nails and steel goods 
are commanding the usual steady trade. 
With the exception of poultry supplies, 
little interest has yet been manifested 
in spring goods. The paint season, 
however, will soon be opening and the 
seed rush is not far off. 

Hardware trade in the southerly ter- 
ritories has not been so good. This is 
attributed to the epidemic of influenza, 
which, however, has cut down working 
time and efficiency all over the West and 
Southwest. Keen interest is being dis- 
played by dealers in field tools. 


ALCOHOL.—This commodity has been 
selling in great volume on account of 
the protracted season of low tempera- 
tures. Prices firm. 
ARGH SU TARSUR TREE 
CROSSINGS: 


Denatured alcohol, 188 proof, for- 


mula 5, in 65-gal. drums, 61ic. per 
gal.; in lots of 5 to 9 drums, 59c. per 
gal.: 10 to 19 drums, 57c. per gal.; in 


lots of 20 or more drums, 56c. per 
gal.; $6 charge for drums, subject to 
credit on return, 


AXES.—Business is slightly better than 
usual, though far from brisk. No price 


changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 


CROSSINGS: 
First quality, single-bitted unhan- 
dled axes, 4 Ib., $14.50 base; 


8 to . 
handled, $18.75 to $20.50 base. 


BUILDERS’ HARDWARE.—Trade is 
seasonally dull, although there is some 
movement. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Case lots of 2% x 2% steel butts, 
ee, finish, 


old copper and dull 
$19.25 a hundred pair; 3% x $20 
a hundred pair; 4 x 4, $27 a Sabares 


heavy steel bevel inside sets, 


air; 
a steel bit- 


ease lots, $5.50 per doz.; 
keyed front door sets, $is per doz. 
set; wrought bronze metal, $2.25 per 
set; cylinder front door eg wrought 
bronze metal, $6.50 per set. 


CARRIAGE AND MACHINE BOLTS. 
—These show up fairly well in travel- 
ers’ orders. Prices steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Small carriage, rolled thread, 50- 
10-10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list; small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off, 
from list as of April 1, 1927. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Future business is brisk. No 
price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

28 gage, 5 in. lap joint eaves 
trough, $4.75 per 100 ft.; 28 gage, 3 
in. conductor pipe, $5 per 100 ft. 


MILD STEEL BARS.—Jobbers are 
pleased with the trade in this line. 
Prices competitive. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Bars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 
and s .66 per cwt.; mild steel 
bands, 3/16 and lighter, $4.21 per 
ewt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, %3.4 40 per cwt.; cold 





rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


NAILS.—Business is fairly satisfac- 
tory. Recent advance still governs. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 
Common wire nails, $3.50 per keg, 
base (see new extras). 


OIL.—Movement is not bad for this 
time of the year. Prices somewhat 
weak. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI! RIVER 
CROSSINGS: 

Raw linseed oil in bbl. lots, 87c. per 
gal.; boiled linseed oil in bbl. lots, 
90c. per gal.; raw linseed oil in half 
bbl. lots, 92c. per gal.; turpentine in 
bbl. lots, 69c. per gal.; turpentine 
in half bbl. lots, 74c. per gal. 


RADIATOR SHIELDS.—Business, su- 
perinduced by long continued low cold 
weather, has been heavy. Prices firm. 


einuee’> QUOTATIONS TO RE- 
Paplne tpg F.O.B. MISSOURI RIVER 
GROSS GS: 


Radice shields, Gem, adjustable, 


No. 1, $4; No. 1-a, $4.50; No. 2, $4.50; 
No. 3, $5; No. 4, A ne 5, ag Keg 
, $6; No. 6-b, $6; 7, $6.50 8, 


$7. These prices aoe list per eo: 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


REGISTER SHIELDS.—Movement has 
been stimulated by low temperatures. 
No price changes. 


JOBBERS’ pag PE 44 TO 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6, and No. 20, wall 
type, $5.20. Prices are net to dealers 
per dozen. No. 1 and No. 2 are 
oxidized copper. No. 10 and No. 20 
are black enameled. 


ROPE. — Good business continues. 
Prices steady, under guarantee to hold 
until April. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Highest quality manila rope, stand- 

| ard brands, 22c. per lb., base; No. 2 
manila, standard brands, 20c. per Ib., 
base; No. 1 sisal rope, highest qual- 
ity, standard brands, 19c. per Ib.; 
No. 2 sisal rope, standard brands, 
15ihe. to 17c. per Ib., base. 


SANITARY PRODUCTS. — Trade 
brisk, particularly on pipe cleaner. 
price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI! RIVER 
CROSSINGS: 

“Presto” pipe opener, 16 oz. cans, 
$2.15 per doz.; case lots (24), $2 per 
doz.; bowl cleaner, 22 oz. cans, $2 per 
doz.; case lots (24), $1.85; furniture 
luster, No. 6, “‘Presto,’”’ 6 oz. bottles, 
$2.75 per doz.; case lots (12), $2.60 per 
doz.; No. 12 “Presto,” $4.50 per doz.: 
case lots (12), $4.32 per doz.; tile and 
porcelain cleaner, $1.35 per doz.:; case 
lots (24), $1.20 per doz.: window 
cleaner, $3.75 per doz.; case lots (12), 
$3.60 per doz.; waterless cleaner. 
$5.55 per doz.; case lots (12), $5.40 
per doz.; “Silvershyn,” $1.95 per doz.: 
case lots (73), $1.80 per doz.; ‘‘Met-L- 
Shyn,”’ $3.7 5 per doz.; case lots (48), 
$3.60 per doz.; ofl soap, $2.75 per 
doz.: case lots (36), $2.60 per doz.: 
drv ‘cleaner, $3.75 per doz.: case lots 
(12), $3.60 per doz. 


SASH WEIGHTS.—Not much move- 
ment now. Prices are steady. 


vine bg Hep b eyed TO RE. 

AILERS, F.O.B. MISSOURI RIVER 
GROSS! INGS: 

In one-ton lots or more, $1.90 per 
ewt.; less than ton lots, $2.00 per cwt. 


SCREWS —Trade is somewhat on the 
increase. Prices firm. 





No 
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JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, 00 -e MISSOURI RIVER 
CROSSINGS 

Flat head bright screws, 4744-20 
per cent off list; round head blued 
screws, 421%-15 per cent off list; flat 
head brass screws, 42%4-15 per cent 
off list; round head brass screws, 
3744-15 per cent off list. 


SKATES.—Orders have been heavy. 
Shoe skates are particularly popular. 
No price changes. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 


Ice skates, clamp, 
ware Co., Club; 


Union Hard- 


$1.44; No. 52414, $1.45; 
tubular aluminum, No. 80 hockey, 
$2.96; No. 280 hockey, nickel, $3.56. 
Shoe skates, T. A. Wood shoe com- 
bined with No. 80 Union tubular, 
$5.00 per pair; for men or women. 


STORAGE BATTERIES.—Business in 
this line is “on the boom,” because of 
continued cold weather. Prices are fair- 
ly firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.Q:B. MISSOURI RIVER 
CROSSINGS: 

Automobile, 6 volt, 11 plate, heavy, 
standard terminal, $9.10 each; 6 volt, 
13 plate, $10.75 each; 12 volt, 7 plate, 
$12.85; 6 volt, 11 plate, thin, stand- 
ard terminal, $7.35; 6 volt, 13 plate, 
thin, for Ford and Chevrolet, $8.05. 


TIRES.—Trade is only fair. Prices 


competitive. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield automobile, 
standard warranty, 30 x 3 
heavy duty cord, ae. cl. 31 x 

$11.40; 32 x 4, $12 33 £4 $12,705 

32 x 1%, $15.95; 33 a ‘t, ty 60; 33 x 

$21.70. Balloon, 29 x 40, regular, 

$b: ie x ane i 30x 696, 50; 
1 x 5.25, $12.90; 3 x 6.00, $17. 0: 33 
x 6.00, $i8. rues, 3 £% § ply, 
$20.55; 33 x 414, $ 30 x $26.20; 
32 x 6, $32.40; 36 : y 10 ply, $46.60; 
34 x 7, $60.15; 40 x 8. 12 ply, $91.60. 
(All foregoing prices subject to 5 per 
cent trade discount.) 


covered by 
Mg ee 


TUBES.—Business is down in keeping 
with the season. Prices weak. 


JOBBERS’ QUOTATIONS TO 
TAILERS, + eine MISSOURI RIVER 
CROSSING 

perecttan "30 x i 
tan, $15.60 ee doz.; 31 x 
per half doz.; 33 x 
half doz.; 
doz.; 33 x tan, $15.60 per half 
doz.; Balloon, 29 x 4.40, heavy duty, 
$18.60 per doz.; 30 x 5.25, $12.90 per 
half doz.; 31 x 6.00, $14. 70 per half 
doz.; 33 x 6.00, $16. 60 per half doz. 
(All foregoing prices subject to 10 
per cent trade discount.) Special 
brand tubes, 30 x 3%, 55 to 70 gage, 
2% -in. pole, reinforced yalve base, 
vuleanized splice, full size valve, 75c. 
each; 29 x 4.40, 92c. each. 


VENTILATORS.—With so much cold 
weather trade is brisk. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 


Continental, metal frame, No. 83 

$4.50 No. 837, $4.75; No, 845, $5.20: 

$5.50; No. 1145, $6.30; No. 
1437, $7.30; No. — $8.10. Prices 
are per doz., ne 

Continental, A frame, No. V836, 
$3.60; LAY v93s $4.05; No. V937, $4.50: 
No. V949, $6.10; No. V959, $6.75: No. 
V1537, rene No. 1549, $7.80. 
are per doz.. net. 

Wurldbest, list prices, No. 2, $2.50 
each; No. 3, $3.00 each; No. 4, $3.50 
each: No. 5A, $4.00 each; No. 6A, 
$4.75 each; No. 6 5.00 each. These 
list prices are subject to dealer’s 
discount of 33% per cent. 


pee duty, 
4, tan, $12 


Prices 
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The Worlds Bes 
A Good Dealer's Rx 
ondCustomer Salistac 


Of course you want more CROSS-CUT SAW busi- 
ness, and no doubt you have tried various plans for 
getting it, but from the standpoint of permanent 
results there appears to be but one answer— 
and the dealer who sells SIMONDS CRES- 
CENT GROUND CROSS-CUT SAWS 
has this answer. It is another instance 
where QUALITY counts, because 
the ever increasing demand has 
proved that SIMONDS are 


the fastest selling CROSS- 
CUT SAWS on the | 


market — because 
they are the 
BEST. 


















SIMONDS 
SAWS are 
known and 
3 used by woods- 
ye > , men—the best evi- 
\ dence of their high 
SS quality. They are guar- 
anteed by the makers. 
You can sell them with con- 
fidence of complete satisfac- 
tion to your customers—and 
you make a liberal profit on every 
SIMONDS SAW sale. 
Be sure to ask your JOBBER or his 
SALESMAN about these saws. 


Stock them and you sell them. 


SIMONDS SAW and STEEL CO., 


“The Saw Makers” “Established 1832” 
HARDWARE DEPT. FITCHBURG, MASS. 
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Prospects Grow Brighter for Good Year 
in I win Cities Territory 


(Minneapolis Office of HARDWARE AGE) 


MINNEAPOLIS, Feb. 19.—Right in the midst of the Minnesota 
hardware convention, and the prospects for a good year are waxing 
rather than waning as the general opinion trends toward the be- 
lief that this year will see continued and advancing prosperity in 
the Northwest tributary to the Twin Cities. In the two cities there 
are a number of large building projects in progress and many more 
which are being planned. In the other cities and towns in this 
section of the country there are building projects in proportion to 
the size of the communities projected for this year. 

With the abundant snowfall in the region, there should not be 
much question of moisture for another good crop. Altogether, the 
outlook is good for this year. 

Prices in general are steady. While there has been an advance 
in copper, which has necessitated advancing the price of sheet cop- 
per, brass faucets, copper and brass wire, and a number of other 
items, it so happens that the items quoted in this letter have not 
been affected. 


AXES.—Sales are steady, with normal |) FIELD FENCE.—This line is receiving | 


volume. Prices continue firm. | little attention, aside from orders being 
JOBBERS’ QUOTATIONS TO RE- placed for spring. Prices have not 
TAILERS, F.O.B. TWIN CITIES: | changed 
Single bit, base weight, unhandled z $ 
axes, $15 to $16.50; double bit, $20 to JOBBERS’ QUOTATIONS Te. RE- 
$21.50; single bit, handled, $19.50; TAILERS, F.0.B. TWIN CITIES: 
double bit, handled, $24.25 doz., net. Field fence, 9 ga., top .— posse. 

: . - * 11 ga. intermediate, 26 in. high, .69 
BOLTS.—Deliveries show a fair de- per 100 rods, net, with other heights 
mand, with stocks gradually filling up. in proportion. 

Prices have not changed. FILES.—Demand is light at present. 
JOBBERS’ QUOTATIONS TO RE- | Prices are unchanged. 
TAILERS, F.O.B. TWIN CITIES: | JOBBERS'’ QUOTATIONS TO RE- 
Carriage and machine bolts, 60 per | TAILERS, F.O.B. TWIN CITIES: 
cent, stove bolts, 75 per cent and lag | 7 5 ¢ 
crew ions i apne | Nicholson files, 50 per cent and job- 
oo 60 per cent from standard bers brands, 60-10 per cent from lists. 


GALVANIZED WARE.—Ash cans and 
tubs are still selling at a fair rate. 
Stocks are ample, with prices un- 


BRADS.—Sales are nominal at present, 
and prices unchanged. 
JOBBERS’ ee eae ee TO RE- 


TAILERS, F.O.B. TWIN CITIES: | changed. 

Wire brads in 25-lb. box at 75 per JOBBERS’ QUOTATIONS TO RE- 
cent from lists. TAILERS, F.0.B. TWIN CITIES: 
BUILDING PAPER.—Aside from the gaee ad 10 9h ey ee * 

saat s ‘ : 2.55; 12 qt., $2.70; ‘ 4 - 
large building projects which are being stock pails, $4.70; i8 “ #5.50: stand. 
pushed throughout the winter, there is ~ galvanized wale, No. 1, $7; No. 
H 143 * | 2, $7.90; No. $. 9.20; heavy galvan- 
little call for building paper. Prices ized tubs, No. 1. $12.85; No. 2, $14.05; 
are firm as quoted. | No. 3, $15.25 ay net. 


JOBBERS’ QUOTATIONS TO RE- | GLASS AND PUTTY.—Glass for re- | 
TEL PAE. TN SITeSs: | placement is about the only demand, | 
PAs aa — | rene =. oe aside from sash and door factories, at 

| present. Prices have not changed. 
| 


$2.55 cwt., net. 

CHAIN.—Call for chain is fair, with | JOBBERS’ QUOTATIONS TO RE- 

stocks ample. Prices show no changes. | yg on wd ppt riper “ 

| Single anc ouble streng grade 

JOBBERS’ QUOTATIONS TO RE- glass Minnesota prices, 83 per cent 

TAILERS, ae TWIN CITIES: | from lists; strictly pure putty, in 50 
Log chain, % x 14, $14.35 cwt.; % Ib. steel drums, $4.85 cwt., net. 

x 14, $11. 15; % x 14, $10.50; proof ‘coil 

chain, % in., $12.60; % in., $9.40; % 


in., $8.75; % in., $9.65 ewt., net. eral way, with stocks being held down 
EAVES TROUGH, CONDUCTOR PIPE | accordingly. Prices are firm. 
AND ELBOWS.—Call is very light in JOBBERS’ QUOTATIONS TO RE- 
a retail way. Prices are unchanged. bps > ae Sag hag ye ' 
Standarc Wire nals an cemen 
JOBBERS’ QUOTATIONS TO RE- : sia : ? r 
TAILERS, F.0.B. TWIN CITIES: — a 


Eaves trough, 5 in., slip joint, sin- OIL STOVES AND RANGES.—Job- 


gle bead, galvanized in crates, $5.25; - : 
6 in., $6.40; conductor pipe, 3 in., in bers are anticipating a good demand 
crates, not nested, $5.10; 4 in., $7.15 with the opening of spring business. | 





per 100 ft.; conductor elbows, 3 in., 
$1.73 and 4 in., $2.88 per doz., net. 


Prices are unchanged. 
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NAILS.—Deliveries are light in a gen- | 


| 
| 
| 
| 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 500, Nesco oil stoves, $72 each; 
No, 213, $23. 50 each; No. 213, with No. 
1103 shelf, $30.50 each, less 33% and 5 
per cent. Perfection oil ranges, white 
os with built-in ovens, No. 
339, 5 Superflex burners, $140; No. 

279, $120; Stoves, No. 74, 4 burners, 
$29'50: No. 73, $23.25; No. 72, $18. 
Puritan oil ranges, white porcelain, 
with built-in ovens, No. 249, $122; 
stoves, No. 44 4 burners, $29.50; No. 
43, 3 burners, $23.50: No. 42, $18. 
Puritan pressure-gas (gasoline) white 
porcelain range with built-in ovens, 
No. 759, $128; stoves, No. 714, 4 burn- 
ers, $38; No. 713, $33; No. 703, 3 burn- 
ers, $26.50 list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 _ burners, 
glass swing door, $6.20; Puritan, No. 
2 burners, glass droop door, 
35, 50; No. 42, 2 burners, steel drop 
door, $5.25 list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 
green porcelain. Pyrex globe, $16.50; 
No. 1526, black japan, Pyrex globe, 
$9.75; No. 15380, black japanned, 
nickel trimmings, $9.25; No. 525, black 
drum and trimmings, $7.25; list with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 33% per cent, on 
all purchases amounting to $250 or 
more during the calendar year, an- 
nual bonuses will be paid according 
to the volume of business. 


PYREX OVENWARE.—Sales show a 
steady call for this line, with stocks 
well assorted. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.: No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2; No. 26 tea pots, $2. 33; 
No. 953 percolator tops, 7c. each net. 


REGISTERS.—Call is normal, with 
ample stocks from which to draw. 
Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron registers, 20 per cent 
and wrought steel registers, 40 per 
cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Sales continue fairly good, 
| with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Register — Gem, No. 1, floor 
type, $12; No. floor type, $10; No. 
2, wall type, $6: and No. 20, wall 
type, $5.20. Prices are net to dealers 
per dozen. No. 1 and No. 2 are 
oxidized copper. No. 10 and No. 20 
are black enameled. 
Radiator shields, Gem, adjustable, 
No. $4.50; No. 2, $4.50; 
No. 3, $5; No. 4, $5; No. 5. $5.50: No. 
6, $6; No. 6-b, $6; No. 7. $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each list. 
ROPE.—Demand is steady, with fair 
volume. Stocks are ample, with prices 
firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Best grade manila rope, 7-16 in. 
and larger, 22c., and smaller than 
7-16 in., 23c.; best grade sisal rope, 
17c. Ib., base. 



















































And that’s the truth, exactly . . . For the purpose 

of screen cloth is protection against insects — and j 

any screening that will rust fails of the purpose for ‘ 
which it is intended .. . ’ 
When a customer asks for screening, see that he } 

gets what he needs .. . lasting protection ... protection j ; 


such as Chase Bronze (or Copper) Screen Cloths will give. 


Fee ae 


You’ve got a mighty convincing argument in this fact of per- 





manent protection... you'll find that it will help greatly in 





increasing your screen cloth sales. 
Chase Bronze and Copper Screening are woven ina mill devoted 


exclusively to the production of bronze and copper cloths. They are 5 : 









uniform in mesh, with rigidly locked cross wires, and are practically 


free from splices—the type of screening you want your customers to have. 
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Service when you need it + There is a Chase Warehouse 


ae > 





in each of the thirteen cities noted below. No matter 
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where you may be located, there is a warehouse stock of 
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Chase Bronze and Copper Screening near enough so you 
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can pick up fill-in sizes promptly. Chase service is unique 


~~ 


CHASE 


The mark that identifies good 
brass and copper products. 










in this respect. . . manufacturer’s stocks in thirteen cities 


~ 


o, 





...a mighty attractive arrangement for dealers who are 


~~ 
‘2 








handling Chase products. 
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CHASE BRASS & COPPER CO. EAD 
—-INCORPORATED— Ye, 00 
CAtsastheae..-. « coeonnrcricur 048. 
ranci es an ‘arehouses + *New York, *Boston, Rochester, *Newark, *Philadelphia, Ye, M% © 
sn att aaes ePistate ~<a uiaiies Se. <c faa portent Pp ¥ ~ 


Dallas, *Los Angeles, *San Francisco. * Warehouse stocks are carried in these cities. 
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SANDPAPER.—Call for this line is 
fair, although painting and decorating 
is at rather a low point at present. 
Prices are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No, 1, $16.75 per ream, net. 


SASH WEIGHTS.—Stocks are being 
accumulated at the foundries for the 
spring demand. Prices show no 
changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Cast fron sash weights, regular 
sizes, $2.10 cwt., net. 


SCREWS.—Sales are rather light in a 
retail way now. Stocks are filling up 
for spring, with prices steady. Al- 
though copper markets have advanced, 
no changes have been announced on 
brass screws. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Flat head bright wood screws, 50-5 
per cent; flat head japanned, 37% 
per cent; round head blued, 45 per 
eent; round head, nickel plated, 25 
per cent; flat head, brass, 40 per cent, 
and round head, brass, 35 per cent 
from standard lists. 


SKATES.—Demand is gradually shad- 
ing off, and stocks are being graded 
down. Prices are steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Ice skates, No. 1624, men’s, 84c.; 
No, 524%, $1.19; No. 92%, $3.31; No. 
94, $3.13; No. 5%4, 84c.; ladies’ skates, 
624%, $1.24; No. 294%, $3.50; No. 
424%, $1.81 per pair, net. Genuine 
Nestor Johnson North Star. alumi- 
num finish, $6.75; nickel finish, $7.75 
pair, net. 


SNOW SHOVELS AND SIDEWALK 
SCRAPERS.—This line continues to be 
very much in demand, and fill-in orders 
are frequent. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Snow shovels, steel blades, straight 
handle, $4.15; steel blade, D handle, 
galvanized, steel blade, D 
. 15% x 17, $10; same 16 x 21, 
$10.65, and Koehler’s 7-in. blade side- 
walk scrapers, $3.96 doz., net. 


STOVE ACCESSORIES.—Sales are 
showing a decline, with stocks grading 
down accordingly. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Stove pipe uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 
dred; common iron, corrugated, 6 
in. elbows, $1.27; adjustable charcoal 
iron, 6 in. elbows, $2 doz.; cast iron, 


wood handle dampers, 6 in., $1.25; 
coil handle, $1.15 doz., net. 
Crystallized stove boards, 28 x 28, 


$16; 30 x 30, $18.60; 
$25.95 doz., net. 
Stove shovels, japanned, 
50c.; Jumbo, japanned, 21% in., 
Jumbo, Jr., japanned, 75c. doz., 


and 36 x 36, 


14% in., 
$1.35; 
net. 


STEEL SHEETS.—Demand is steady, 
with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets at $4.75 
ewt. base (24 ga.), and black steel 
sheets at $3.90 cwt. base (24 ga.): 
Armco galvanized iron (24 ga.), $6.65 
ewt., net. 


TIN.—Deliveries are light and prices 
are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating, IC, $15.50 box, net. 


WEATHER STRIP.—Call for this line 
continues good, with stocks being kept 
up well. 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Weather strip, wood and felt, % 
in., $2.10; % in., $3: 1 in., $4.20; 
Wirfs full reels, $3.50: Bosley, full 
reels, $3.75 per 100 ft., net. 


WINDOW VENTILATORS.—Call for 





Prices are firm as_ last 





this line is good. Stocks are well filled 
and prices firm. 


OBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Continental, metal frame, No. 
$4.50; No. 837, $4.75; No. B45, a 20: 
No. 1137, $65. 50; No. 1145, $6. No. 
1437, 3 30; Sg "1445, $8.10. his are 
per ‘doz. 

AE. I wood frame ventilators, 

No. V836, $3.60; No. V923, $4.05; No. 
V937, $4. 50; %. V949, $6. 10; No. 968. 


$6.75; No. 1537, $5.85; No. 1549. 
$7.80. Prices. are Bf dozen, net. 

Diam frame, No. 01, 
$4.40; No. es "34.8 80: MaNo 03, “ 60; No. 
1 53? 0; No. Pa No. 3, $6.40; 

4, $7.60 0. Prices are 

be Gogee. 5 

No. mss. 80: No. 1B, $4.40. 

Wurldbes List Prices, No. 2, $2.50 
each; No. 3, $3 each; "No. 4, 3.50 
each: No. 5A, $4 each: No. 6A, $4.75 
each: No. 6B, $5 each. These list 


prices are subject to a dealer’s dis- 
count of 33% per cent. 


WIRE.—Call is negligible, with prices 
steady. Some orders for later delivery 
are being placed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Galvanized cattle barbed wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt 


WRENCHES.—Sales are fair, 
some steady call from shops. 
are not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo poe wrenches, 65 
per cent from list. Bemis & sag 
long sleeve nuts, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap-on ‘Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101 Master Service Set, $13.75; 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70: No. 
1817, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33% per 
cent discount. 


with 
Prices 


Washington News Letter 


Ways and Means Committee. This method 
is an old one, and while, by reason of its 
essentially political nature, Congress often 
does not pay a great deal of attention 
to recommendations from other branches 
of the government for tariff changes, it 
is said that they will be given considerable 
weight in the present instance. To place 
such a value on them would expedite tariff 
legislation in all probability, and that is 
one purpose of the incoming Hoover 
régime, it is said. Mr. Hoover has un- 
doubtedly discussed the tariff question with 
numerous people. The hearings on the 
tariff before the Ways and Means Com- 
mittee will come to an end next Monday. 


(Continued from page 53) 


Then, after the present session of Con- 
gress adjourns on March 4, the various 
subcommittees will take up the individual 
schedules of which they have charge. The 
metals schedule is in charge of a sub- 
committee consisting of Representative 


Bacharash, New Jersey, chairman; Rep- 
resentative Watson, Pennsylvania, and 
Representative Timberlake, Colorado. The 


members of all subcommittees are Re- 
publicans. 
x * * 

Changes in the trade practice rules of 
the Federal Trade Commission are ex- 
pected to be announced soon. It is re- 
ported that the outstanding change will 





Reading matter continued on page 70 





Crescent, 6 in., $5.64; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 
concern Group II rules. These are regu- 


lations which an industry adopts after con- 
ference with the Commission, and while 
the latter receives them, it neither ap- 
proves nor disapproves of them, but con- 
siders them as expressions of the industry 
affected. But the Commission now pro- 
ceeds under a rule which provides action 
for clandestine violation of Group II 
rules. It is said that this provision will 
be wiped out as being unenforceable. 
Some members of the Commission also 
assert it is put in a ridiculous position 
by making clandestine violation punish- 
able and not providing action for open 
violation. 
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NYTHING, be it toggles, expansion bolts, drills or anchors, 

must be of quality to do the job. When you try using a product 

not made for the specific purpose you risk breakage, loss of time, 
money and possibly a job to do over again. 

It’s costly—in time, labor and money—not to get what you need 
in the first place. 

The 5-point Star leaders are: SPRINGIN—the toggle with resil- 
ient wings; SCRUIN—the lead anchor that never fails; DRYVIN— 
the expansion shield you hammer home; TAMPIN—the machine 
screw anchor set in place with tamping tool; and LOXIN—the all- 
steel, hot-galvanized machine bolt shield that locks in place. 

We’re proud of our products; they’re built to do the job. Star 
products give you two things: 

1. A sound, substantial article that will do what it is sup- 


posed to do. 

2. The backing of a company making Star products for many 
years—a house that knows your requirements and is manu- 
facturing to meet those needs. 


STAR EXPANSION 
BOLT COMPANY 


148 Cedar Street . . . . New York 
A full stock is carried at these branches 
NEW YORK PHILADELPHIA BOSTON ATLANTA 
DETROIT SAN FRANCISCO SEATTLE LOS ANGELES 
CLEVELAND CHICAGO ST. LOUIS 
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—>. “ener: 


Seems t’ me there’s things we just 
naturally depend on; the blueprint 
for workin’ plans, SEBCO for 
bolts and toggles—and the noon 
whistle for dinner. 


Seen the new development in tog- 
gle bolts—the SPRINGIN? Tell 
ye what to do. Try it out at our 
expense. Just drop me a line and 
say you want free samples. You'll 
get ’em. 


oe oer 


for Pree Samples 
and Stuffers 


MAIL THIS COUPON 








STAR EXPANSION BOLT CO. 
148 Cedar Street, New York 
Send me free the items checked. 


i 0 Stuffers 0 Stuffers 
SPRINGIN : Dryvin 
(1 Samples 0 Samples 
, 0 Stuffers os 0 Stuffers 
Scruts : AMP 
iia 0) Samples Pampin 0) Samples 
O Stuffers 
Loxin 


| Be sure to state 
| quantities desired 


() Samples 
Name 
Address 


City State 
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Normal Trade Conditions Prevail in 
Metropolitan* Area—Prices Are Steady 


NEW YORK, Feb. 20.—Generally normal and satisfactory condi- 
tions prevail in the territory served by New York City jobbers. 
Winter lines are giving place to spring goods and futures are be- 
ginning to figure prominently in the orders. 


Jobbers are anticipat- 


| 
| 
| 


ing an increased demand for seasonal spring merchandise as the | 


season advances. 


There has been an advance of 5 per cent on screw prices, but the 


items remain unchanged. 
Collections are fair. 


BATTERIES.—Local jobbers report a | 
normal demand for this season of the | 


year. 
prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Dry cells, No. 6, ignition 
32%c.; No. 7111, same type, 
eae 

Here ules, No. 6, 
each in lots of 50. 

B batteries, No. 771, 42c. each; in 
units of 5, 39c. each; No. 764 and 768, 
$1.22 each: in units of 5, $1.14 each: 
No. 763, $1.05; in units of 5, $0.97 
each; No. 772 (vertical type), $2.06 
each; in units of 5, $1.92 each: heavy 
duty, vertical type, No. 770, $3 each: 
in units of 5, $2.80 each. Layerbilt, 
No. 486, $3.20 each; units of 5, $2.97; 
New Layerbilt, No. 485, $3.22 each: in 
units of 5, $2.97 each 


type, 
25K. 


23e. 


ignition type, 


Stocks are in good condition and | 


| FLASHLIGHT UNIT CELL.—Activity 
| is noted on this line. 
| ment orders are being received and 


BOLTS AND NUTS.—Stocks are still 


in good condition and a fair demand 
being met, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 

Carriage bolts, 55 off list. © 
lots, 60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
50 per cent off list; 1% to 1%, 30 off 
list. 

Coach screws, 55 off 
lots, 60 per cent off list. 
50 per cent off list 


CARPET SWEEPERS. — Prices 


ASE 


list. Case 


Step bolts, 


is 


| mand is fair. 


steady and the fair call which exists for 
the colored models is being met from 


full stocks. 


JOBBERS’ yt ages: TO RE.- 
TAILERS, F.0.B. NEW YORK: 

Carpet sweepers, Standard, $3 
Universal, japanned, $3.50 each: 
versal, nickel plated, $3.83 
3rand Rapids, japanned, $3.67 
Grand Rapids, nickel plated, $4 
Elite, $5 each; Princess, $4.17 
and ‘American Queen, $4.50 
Sterling, $2.10 each. 


‘i> h; 

Uni- 
each; 
each; 
each; 
each: 
each; 


CLOCKS.—Local jobbers report a good 
Stocks full, prices 


demand for clocks. 
firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 


prices; Ben Hur, $1.76; same lumi- 
nous, $2.46. 

Blue Bird, luminous dial $1.76; 
Blue Bird, $1.22; Sleepmeter, $1.40; 
Sleepmeter, luminous dial, $2.10; 
American, $1.05. 

Auto clocks, Westclox, plain, $1.76; 


same luminous, $2.46. 


FLASHLIGHTS.—Stocks are full and 
Prices with- 


a fair demand continues. 
out change. 


| 
| 
are | 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Flashlights, No. 2602, 68c.; No. 2630, 
84c.; No. 2631, 68c.; No. 2612, $1.10; 
No. 2672, $2.08; No. 2674, $2.08; No. 
697, $1.49; No. 2642, $2.73; No. 2644, 
$2,73; No. 2660, 84c.; No. 2634, $1.17; 
No. 2619, $1.43; No. 6993, $2.63; No. 
2645, $3.57. Prices are each and net. 
Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4.08 each. 


Many replace- | 


| 
| 
| 
| 
| 
| 





stocks are in good condition. Prices 
have not changed. 
JOBBERS’ QUOTATIONS TO RE 
TAILERS, F.0.B. NEW YORK: 
Eveready Flashlight unit cells, No. | 
703, 19%4c.; No. 706, 13c.; No. 710, | 
68c.; No. 734, 40c.; No. 750, 13c.; No. 
761, 19%6¢.; No. 950, 6%4c.; No. 935, 
6%c.; No. 409, 32%c.; No. 705, 19 Me. 
No. 79 0, 13c.; No. 791, C.3 No. 700 
13c. Prices are each and net. 
ICE SKATES.—There has been a 


| somewhat decreased demand, due to 
| warmer weather, but the present de- 
No change in prices and 


stocks in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Ice skates, hockey tubular outfits, 
with shoes, aluminum, for men or 
women, $5.25 per pair; same nickeled, 
$6.25 per pair. Racing tubulars, the 
same prices in aluminum _ finish; 
nickeled finish for men, $6.50; for 
women, $6.25. Men's sizes, 4 to 11; 
women’s sizes, 3 to 9. 

Club skate outfits with shoes, for 
men, sizes 4 to 11; for women, sizes 3 
to 9, $3.85 per pair. 

Men and boys, all clamp club 
skates, 9 to 11% in., cast steel pol- 
ished runners, 84c. -per pair; same 
nickel plated, $1.19 per pair. Same 
hockey model, $1.31 and $1.69 per pair 
respectively. 

Women’s club skates, leather back 
strap, cast steel runners, $1.12 per 
pair; same nickeled, $1. 44 per pair: 
same hockey model, $1.57 and $2 per 
pair respectively; 8 to 11 inches. 

Extension bob skates, 6 to 9 inches. 
45c. per pair. Skate keys, 5c. each: 
skate holders. $5.25 each. Skate 
sharpeners, 1844c. each. 

Ice creepers, No. 1, 13%c. per pair: 
No. 3, 15%c. per pair, and No. 9, 32c. 
per pair. 


NAILS.—Satisfactory stocks exist and 
are being used to meet a moderate de- 


mand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Common wire nails, bright, 4d. 
$4.25 per keg; 6d, per keg: 8d, 
$3.85 per keg; 16d, $3.75 per keg: 
20d, $3.65 per keg: common wire 
nails, galvanized, 4d. $6.75 per keg; 
6d, $6.50 ner keg: 8d, $6.35 per keg, 
and 10d, $6.25 per keg. 





nails, smooth, 4¢@, $4.45 
6d, $4.10 per keg, and 8d, 
keg. Wire finishing nails. 

$4.95 per keg; 6d, $4.35 
sand 10d, 


Wire 
per keg; 
$3.95 per 
bright, 4d, 
per keg; 8d, $4.10 per. ke 
$4 per keg. Wire finishin, jails, gal- 
vanized, 4d, $7.45 per keg; -6d, $6.85 
per keg; 8d, $6.60 per keg, ‘and 104, 
$6.50 per keg. 


PRESTON E.—Continued activity is re- 
ported. Jobbers are filling frequent or- 
ders from ample stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Prestone, in 1% gallon cans at 
$3.60 per gallon; in one gallon cans, 
$3.60 per gallon, and in half gallon 
cans, $3.80 per gallon. N. B.—These 
prices are all given per gallon, not 
per can. 


SASH CORD.—Variable prices con- 
tinue. A normal demand exists. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Sash cord, Samson Spot, No. 8, 65c. 
to 67 4c. ; Aetna o. 8, 29%e. to 
331%4c.; Phoenix, No. 8, 40c. to 41c.; 
Sachem, No. 8, 38¢ 

No. 7 is le. Sipher, and No. 6 is 
3c. higher on all brands. 


SCREWS.—There has been a 5 per cent 
advance in the price of screws. Stocks. 


box 


| are in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Wood screws, flat head, bright iron, 
174%4-10-10; round head blue, 42%4-10- 


10; round head, iron, nickel plated, 
2744-10-10; flat head, galvanized, 20- 
10-10; flat head, brass, 37%-10-10: 
round head, brass, 32%2-10-10. These 
discounts apply to new standard 
screw lists. 

Machine screws, flat and round 
head, brass and iron, 70 per cent 
discount. 


TIRES AND TUBES.—A fair activity 
for this season of the year continues. 
Prices are steady and jobbers report 
full stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Tires and Tubes. ord Se abe tires, 
30 x 3% Liberty Cord oe heavy 
duty oversize, $7.25; a2 Liberty 
$10.20; heavy duty, $12. 10: tires 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40; 


tubes, 30 x 3%, $1.40; balloon tire 
tubes, gray, 29 x 4.40, $1.65: 32 x 
6.20, $3 


VENTILATORS. — Increased activity 
continues. Jobbers are meeting fre- 
quent orders from full stocks. Prices. 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Continental, a frame, 

$4.50; 0. 837, $4.75; No. babe 35.9 a0: 
No. 1137, $5.50; No. 1145, $6.30; No. 
1437, $7.30; No. 1445, $8.10. Prices are 
per doz., net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05: No. 
V937, $4.50; No. V949, $6.10; No. V959. 
$6.75; No. V1537, $5.85; No. 1549, 
$7.80. Prices are per dozen, net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 
1, — No. 2, $5.60; No. 3, $6.40; 
No. $7.60; _. 5, 8.40. Prices are 
per dozen. n 

No. 33 60; No. 1B, $4.40. 

Wurldnest —List prices. No. 2, $2.50 


each; No. 3, $3 each; No. 4, $3.50 
each; No. 5A, $4 each; No. 6A, $4.75 
each; No. 6B, $5 each. These list 


prices are subject to a dealer’s dis- 
count of 33% per cent. 
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Fast Selling 
Quality Files 


YEARS of experience go into the 
manufacture of every Nicholson File. 


Expense is a secondary consideration 

in securing the best materials and 
developing the best methods for files 
stamped with the Nicholson Brand. 


Because of these facts the NICHOLSON 
TRADE MARK indicates the best file 


value that hardware dealers can sell. 


This year, as in previous years, Nicholson 
national advertising is telling the public 
about the quality of NICHOLSON FILES. 


NICHOLSON FILE CO. 


Providence, R. |., U.S. A. 


oo Py Hi U.S.A. 


(TRADE MARK) 























72 


HARDWARE AGE for FEBRUARY 21, 1929 














but an Opportann 
for Profits Y 


Get your order in now for what already promises to be 
an Everedy Year that will excel last year’s big record. 
Experience has shown that Dealers who anticipate the 
seasons with timely displays are the ones who get the 
business. New Sales Helps. New Advertising Aids, 
and increased Everedy National Advertising give you 
a big opportunity for fast sales and fine profits. 


$1.00 









EVEREDY 


Pneumatic Door Closer No. 1000 
For Screen and Light-weight Doors 


The door closer that sells and “stays sold” because it is busy clos 
doors in a silent and satisfactory way. _Mechanically perfect. 
steel and brass construction. ily attached and nothing to get 
out of order. Dull nickel finish. Retails for $1.00. (Far West and 


Canada $1.25.) 
$1.50 










EVEREDY @pp 


Double-Duty Door Closer No. 2000 
For Heavier Doors 


Equipped with double spri one in jamb bracket and one in 
cylinder. Very powerful. "The only double-spring door closer on 
the market. Extra heavy brass and steel construction. The united 
closing power of double springs guarantees quiet and sure closing 
of heavier doors. Dull brass finish. Retails for $1.50. (Far West 
and Canada $1.75.) 


Remember These Sales Features 


Everedy Door Closers need only a screw 
driver to attach. No tools required to 
detach. No mechanical change required 
for either right or left-hand doors. Patented 
Everedy Valve regulates closing speed by 
simple twist of cylinder. Individually 
packed with all necessary hardware in at- 
tractive, three-color display carton. 


FREE 





Handsome, Demonstration Mount, fin- 
ished in green lacquer, sent you— 
postpaid—and free. Just fill out the 


FREE 


requisition Post Card enclosed with each dozen Door Closers and 
mail to Factory. Other New Dealer Helps Free. 


Prices slightly higher in far West and Canada 
Write for Catalog 


THE EVEREDY COMPANY 
Frederick Maryland 


Manufacturers of Everedy Bottle Capper, Syphon Filter and Strainer 
Set. Nationally Advertised and Carried by Leading Jobbers 
Everywhere 








Opening a Branch Store 
(Continued from page 47) 


While seated here the manager commands a view of 
the entire store. 

At the rear, beneath the balcony, is the section re- 
served for nails, sorted as to size in the most convenient 
galvanized bins. The roofing and garden tools are also 


shown here. 
Staging the Opening 


In the week previous to the opening of the new store 
letters were sent to a selected list of prospective cus- 
tomers inviting them to visit the store on the opening 
day, and several very attractive advertisements in the 
daily newspapers gave further publicity to the opening 
of the new store, with the result that over 15,000 people 
passed through the store Saturday during the afternoon 
and evening. 

Souvenirs were given away, including 2000 or more 
carnations to the ladies. 

Tiny cups of steaming hot coffee were served through- 
out the day on the balcony, and the crowds were so 
dense that two policemen were needed to keep the crowd 
in motion. They entered by one aisle, passed through the 
store to the rear and back out onto the street. 

While many of the people dropped in to look on, many 
came to buy, with the result that over $1,100 was taken 
in in cash sales alone. This was $200 more than was 
realized at the first branch store the day it opened. One 
customer bought a $15 bicycle for his little boy and 
another customer bought a selection of aluminum ware, 
which amounted to $12.50. 

Baskets of flowers sent by various business houses 
and friends lent a festive air to the scene and a radio 
concert, for radio is one of the profitable lines carried by 
this live-wire company, continued throughout the after- 
noon and evening. 

So many people came to the opening that not only were 
twenty-five salespeople hurriedly drafted from the main 
store but various salesmen who list the Buntings among 
their customers volunteered to assist as hosts. 

Charles B. Shaeffer, general manager of the Bunting 
ctores, stated that they gave away thousands of souve- 
nirs during the day. They were balloons, mirrors, doll 
houses, pencil clips and caps for the children, more than 
1500 cans of paint, nail files, pocket hones, pencils, files 
and Yale screw drivers, besides the coffee and the car- 
nations for the grown-ups. 2 

William E. Stevens, manager of the new store, be- 
lieves that they have an ideal location and that prospects 
are excellent for good business. Mr. Stevens has been 
with the Bunting Co. for ten years. He had charge of 
the stove department in the main store. 

Although but twenty-seven years in business the Bunt- 
ing store has made rapid progress. 

The new store is in marked contrast to the one-room 
store at Seventh and Delaware which was opened by 
Mr. George H. Bunting, president of the Bunting Co., in 
1901. Mr. Bunting has been in the mercantile business 
all of his life but is still a young man, barely passing 
the half century mark. 

With Fred Magee, now manager of the builders’ hard- 
ware department in the main store, and other associates 
the Bunting Brothers started in business with a capital 
stock of but $10,000 and now do in excess of $1,000,000 
business. The one-horse delivery truck has given way to 
a fleet of modern delivery trucks, and the emplovees 
number around 150 men and women. 
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The Bunting store has always been modernly progres- 
sive and has always maintained a large and consistent 
advertising program, supported by a sincerity in adver- 
tising values and service second to none. 

By careful systemization and careful departmentiza- 
tion of their stores the Buntings are establishing a chain 
of stores that are models in appearance and in efficiency. 

There are eleven departments with an up-to-date stock 
in every department. They are builders’ hardware, tools, 
paints, sporting goods, cutlery, electrical appliances, 
stoves and ranges, household utilities, contractors’ sup- 
plies and machinery and equipment. 


Women in the Hardware Store 


Appealing to the woman buyer has always been a hobby 
with Mr. Bunting. He has always had a woman in 
charge of the advertising ; a woman has complete charge 
of the house and kitchen furnishings department, with 
men and women both working under her direction. A 
woman sells cutlery on the first floor, and in the ma- 
chinery and builders’ hardware department are women 
who frequently make record sales. 

“Persuading the woman buyer to become our regular 
customer and making her feel perfectly at home have 
been among the most important reasons for our marked 
success,” remarked Mr. George H. Bunting. 

The men and women who are managing and operating 
the new store were trained in the main store. They are 
all experienced not only in the hardware and house fur- | 
nishings lines but in the business of selling. 

They fully realize that a fine store, reliable merchan- 
dise and intelligent buying and a strong advertising 
campaign alone will not keep the cash register ringing, 
but that these coupled with good salesmanship constitute 
a combination that will make money. 





Shapleigh’s General ‘Hardware Catalog No. 350 


Many new features are incorporated in the new General Hard- 
ware Catalog No. 350, recently issued by the Shapleigh Hard- 
ware Co., St. Louis, 
Mo. This is a book of 
hardware facts in a 
convenient size and 
weight. It will open 
flat at any page. Pages 
have round corners 
that won’t “dog-ear.” 

The entire Shapleigh 
stock is concisely de- 
scribed and profusely 
illustrated. Many pages 
are printed in color. 
The approximate price 
system is used to en- 
able a merchant to 
quote a price to his cus- 
tomer without trouble. 

Hardware dealers will 
recognize this as a 
valuable text and ref- 
erence book, which if 
carefully studied and 
constantly used will 
prove very valuable. 
Shapleigh “Pointers” 
are scattered through- 
out the book. These 
are concise selling 
helps, buying reminders, stock-keeping and display suggestions 
as well as technical questions—all presented where most valuable. 

It is the idea and intention of the Shapleigh Hardware Co. 
that this catalog shall be a standard book of hardware, as it 
stresses the fundamentals of hardware buying and selling, which 
are never affected by the temporary styles of the day. 














The 
Season For 


Wren Houses 


Buy f f Now 


} 


Wren House No. 33 


No. 33. This Wren House with 
slanting roof is entirely construct- 
ed of wood. A hole is provided 
in the back panel which facilitates 
hanging on wall or tree. It is fin- 
ished in brown with a green roof 


b 














Wren House No. 11 


No. 11. This Wren House is de- 
signed especially to fit the crotch 
of a tree. Unusually attractive 
when in position, it makes attrac- 
tive homes for little wrens. Fin- 
ished in brown with a green roof. 





A 


Wren House No. 220 


No. 220. Here is an ideal wren 
house with gable roof, and a metal 
bottom which may be removed to 
take out the old nest. It, too, is fin- 
ished in brown with a green roof. 


on 





ring << 


| ER ge 
SS oR 
a ae 


When your Customer 


a 


\ 










we 


Write us for Catalog -Ask your Jobber for Prices. 


AR AD HARDWARE 


Buys His Garden Equipment 


Be sure he sees your Wren Houses 


ana TOYS 


Arcade Manufacturing Co. 
’ Freeport, Illinois 
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Wctual Costs 
ProveThese 
All-Steel 

Pulleys 
the World's Greatest Value! 


HOUGH it has been repeatedly demonstrated that Grand 
Rapids Pulleys will outlast the hnildings in which they 
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Notes on Foreign Trade 


(Continued from page 39) 


we should pick young fellows not only of ability and 


| ambition, but also young men of good habits and good 
| principles. 


We, of course, all recognize the fact that it is more 
difficult to have good habits when you are the son of a 


_ rich father than when you are the son of a poor father. 


Unfortunately, however, the young men in our country 
and in foreign countries, who usually have this oppor- 


| tunity of going abroad, are the sons of well to do or rich 


men. Many of them are sons who have been brought up 
in luxury. They are not inured to the hardships and 
struggles of young men compelled to make their own 
way in the world and also compelled to live on their 
incomes. 

[ would, therefore, respectfully suggest to our foreign 
friends and also to Americans, that in selecting young 
men for these foreign positions that they especially de- 
vote attention to their record at home for sobriety and 
steadiness. All of us, who have traveled in foreign 


| countries know the dangers to our young men in foreign 


| lands. 


are installed, their first cost is no greater than that of | 


ordinary cast iron pulleys. 


In actual cost, therefore, they are infinitely cheaper; for 
they completely eliminate breakage and replacement, and 
cut labor to the irreducible minimum. They are perfectly 
uniform—always fit the mortise—guaranteed trouble-proof. 


Literally millions of these pulleys are still operating per- 
fectly after more than 30 years of service—forcibly demon- 
strating how well it pays to standardize on the Grand Rapids 


line. 
There’s a type to meet every requirement. 


20 Models in Ball Bearing, Cone Bearing 
and Axle Bearing types. 


Sold by leading jobbers everywhere 
GRAND RAPIDS HARDWARE CO. 


558 Eleventh St. 
Grand Rapids, Michigan 


GRAND RAPIDS 


COMPANY 


HARDWARE 


me. “STEEL 


We know it takes a pretty level young head to 
go straight, and no doubt the same thing pertains when 
a young foreigner comes to this country. 

This reminds me of another instance: The writer hap- 
pened to do business with a very old and well known 
English firm of manufacturers. The head of this firm 
was, for a number of years, and up to the time of his 
death, a warm friend of the writer. After a while, the 
head of this house suggested that his son come to the 
United States and travel over this country, with a view 
of learning all of our methods of doing business. The 
father, in his letter, also requested me to pay any drafts 
from the son and charge them up to their account. At 
the time, we were very good customers of this English 
house, 

The young man arrived. He had charming manners. 
He was very pleasant in every way. He spent several 


| weeks in New York, and then finally started on his 


| spending entirely too much money. 


journey westward. He constantly called on us for money 
and, upon the authority of his father, we honored all of 
his calls. One day our treasurer came to me and told 
me the account was mounting up to somewhat unusual 
figures. 

What could I do? It was a delicate matter to advise 
the father that, in our opinion, the young man was 
If we did this, the 


| son, who was in direct line to take his father’s place at 
| the head of the house, would become angry. If we did 





SASH PULLEYS 





not do this, I was quite sure the father would be shocked 
at the amount of money we had advanced. Finally, | 
decided to speak to the young man himself. He laughed 
and said yes he had spent quite a lot of money. He had 


| had a wonderful time in the United States, and he 
| thought that probably his father would be very much 


wrought up when he found the amount he had spent. 

“Now,” I said to him, “what are we to do about it? 
We must send a statement of this account to your father. 
It cannot drag along as it is indefinitely.” So I sent the 
statement to the old gentleman. Promptly the son re- 
ceived a cable to return home immediately. 

Then the old gentleman wrote me a rather pathetic 
letter, expressing his regret at the large sum his son had 
spent, and also intimating very strongly that I had been 


| rather remiss in my duty in not correcting the young 
| man, or at least not advising the father of his drafts 
| before they had reached such large proportions. 


I do 
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not think the young man afterwards ever felt quite as 
friendly toward me, and, on the other hand, I am quite 
sure his father, up to the time of his death, felt that I 
had been careless and indifferent to his interests and to 
those of his son. 

Therefore, at the end of this article, just let me sug- 
gest that young men be very carefully selected for these 
foreign positions, and that understandings in regard to 
money matters and all these other things be very care- 
fully worked out. 

Again let me repeat, I think the principle that I up- 
hold is sound but you have to be very careful indeed in 
the execution of the details, if you do not wish to get 
into trouble. 





What a Jobber’s Salesman Has 
Learned About Dealer Helps 


PORTER’S 


(Continued from page 48) 


It has been my experience that a display of such a na- 
ture, which really meets the dealer's needs, is used over 
and over again. Many displays of firearms and ammuni- 
tion, for instance, are kept from vear to year, and often 
are used between hunting seasons because they make an 


Shear Cutter 


Built upon the Porter lever and 
toggle joint principle but with an 
entirely new type ofjaws. A port- 
able hand-operated tool that will 
cut flat bar stock up to 112’ x 9/32’ 





or stranded wire rope up to %" in 
any position anywhere. 


excellent background for other products. Fixing a window 
for small items is considered a bugaboo, so these ammuni- 
tion displays, which accompany very small items, are al- 
ways in demand. 

Sometimes the manufacturer can make a special appeal}, 
as does the Stanley tool company in a window display 
whose small cards, nicely. worded, give the name of each 
tool and tell the prospect what its use it. Another manu- 
facturer uses a series of cards to give single sales points, 
an idea which is successful because almost anyone will 
read a single line. Such windows can be put away for 


use again. In one store a good display is put back into 
its shipping container and marked with the date of its because no tool heretofore devised 


use. This is a simple way to store and record for future comes within its field of usefulness. 


need. One of a line of Porter’s Portable Time- 
saving hand-operated cutting tools. 


Take the tool to the work, not the 
work to the tool. 


H. HK. Porter Inc. my 


Jaws cut like shears, leaving no 
broken edges or no uncut strands. 
Will not unduly twist or distort 
material. Makes clean cut at one 
operation. 


In capacity, power and porta- 
bility, no other tool can be com- 
pared with a Porter Shear Cutter 


As a jobber’s man, I am asked time and time again to 
suggest to dealers what they can have for three or four 
windows, and I find the hardware man to be at his wit's 
end to know what to display and when to display it. If I 
were a manufacturer, | should make a very definite at- 
tempt to tell dealers how to plan windows several weeks 
ahead, especially on seasonal merchandise, for I know I 
should find an appreciative audience. 





Any flat 
material, 
within ca- 


flat stock 11/,” x 
7/2"; 36 inches 
long to cut 5%’ 


The xem gaan rm. ny out : dealer rreiond - proper pacity limits, wire rope or 11,” 
ae en “gh yi “ pap do not aon a stilted my be cut x 9,” flat stock. 
f ‘ > dea ‘ st < ame 
orm hat makes the dealer eel he is just inother name peo amazing These, and all 
on a list. I mean a letter which goes to the dealer as a . other Portertools, 
regular fellow—speaking the merchant’s own language, Bars,straps, are sold by lead- 

guy ropes, ing jobbers and 





showing an appreciation of his needs, suggesting a layout, 
and giving details for setup. Because so many hardware 
merchants have no contact with the latest ideas in the 

many lines they handle, they offer a fertile field for hon- control cables, steel 
estly sincere help with window problems, especially with >, eames 


seasonal merchandise. 
The American Fork & Hoe Company does exceptionally ge crag 71 


well with the seasonal problem. Through the jobber’s man, inches long to cut 


hoist cables, 
airplane struts, 
cables and rods, 


supply houses. 


The Porter line in- 
cludes Bolt Clippers, 
Nut Splitters, Shear 
Cutters, Wire 
Cutters, Chain 
Cutters, etc. 


Send for illus- 





this concern gets requests for window material when ad- RL Ary ty oocy — — 
vance orders are taken, and the window material ; s x 52" flat bars; et describing 
uested is made up to feature th ticul i  whict inches long to cut — tools and their 
q ‘ p to 3 ose particular items which 7/46" wire rope or uses. 








(Continued on page 78) 
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Speed Up 


the 


Wheels of 


Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 


vertised in these 


Everybody’s Business 


(Continued from page 49) 


ings. It will be recorded as a period 
when people learned once again that it 


paint a quick word picture of a few 


| Indicative of what is coming, let me 


takes a long time in the field of busi- | current scientific developments. Most 
ness and industry to make dreams come | attention is now being given to aston- 


true; that bitter disappointments nearly 
always accompany the execution of even 
the most logical and fascinating plans 
set forth on paper; that gold is a much 
desired article in foreign lands as well 
as our own; and that other nations have 
brains and resources as well as we. 
For 10 years we have had not only 
the normal increase of national income 
to work with, but in addition about 
$15,000,000 of bank credit for each 
million dollars of gold imports, and this 
expansion of credit has gone on at a 
time when gold imports have been run- 
ning at the rate of several hundred 
millions per year. Compare these years 
that have passed with the immediate 


| 


ishing refinements that add tremen- 
dously to human efficiency. Yesterday 


| we were busy discovering new elements, 


pages. 
for the jobber’s 


salesman. You may 


Don’t wait 


forget. 











OW 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 
portant price change in 
the trade is recorded in 
these columns weekly. 


The MARKET RE- 
PORTS as found in 
HARDWARE AGE are 
the most authentic pub- 
lished. 


Use them as a buying 
guide. 








future when our purchasing power will 
be reduced to actual current income, 
with only a small annual addition to 
the gold reserves. 

We are now entering another clearly 
defined perfod of radical change—a 
time of returning normality. It will be 
disclosed that manipulation of stock 
values has no place on the asset side of 
the business ledger; that the soundness 
of current prices is determined by what 
the ultimate consumer will pay; and 
that the ultimate consumer is the one 
who creates the tin-box demand, which 
is the only demand for securities that 
actually represents capital entering in- 
dustry. It will also be made plain that 
no matter how mych the wealth of a 
country may increase, there can be no 
increase in the volume of bank credit 
unless bank reserves also increase. 

The future for American business 
was never brighter. The note of op- 
timism sounded by the leaders of in- | 
dustry at the commencement of 1929 | 
indicated widespread confidence in con- 
tinued prosperity. But it will be a/| 





prosperity in the midst of which hun- | 
dreds of expectations will fail of re- 
alization and hundreds of advances will | 
be made in directions not now antici- | 
pated. Money will turn from the field 
of speculation to commercial channels 
where it will serve best to build up new 
industries and increase purchasing 
power. Success and disaster will come 
more speedily than ever before. Compe- 
tition will be between giant concerns, 
and the list of outstanding business suc- 
cesses a few years hence will disclose 
names that are today unfamiliar. We 
will then wonder how people of the 
present day reached the conclusion that 
the effects of the great post-war tidal 
wave of gold could be maintained indefi- 
nitely. 





} 


new laws and new forces. Now we 
enter a period when chief attention will 
be devoted to bringing about more 
effective utilization of the things we 
already have. 

Over in London they are now oper- 
ating crewless trains of 33 cars to speed 
the mails underground from collection 
boxes to delivery points in the city. 
About 23,000 bags of mail are carried 
daily by trains that are controlled from 
dispatching “cabins” in the different 
subterranean stations. Automatic safe- 
ty cut-outs prevent collisions, and indi- 
cators inform the operators where the 
trains are at any moment. 

Radical changes are coming through- 
out the field of transportation. A new 
type of electric locomotive is designed 
to opetate from either trolley or stor- 
age-battery power. The storage bat- 
teries are automatically recharged when 
power is supplied by. the trolley. This 
locomotive provides freedom from 
smoke, noise and noxious gases and can 
be used to switch cars into industrial 
plants and other places where there are 
tracks, but no trolley connections. 

A big eastern carrier is now testing 
out a three-power locomotive which 
gets its energy from any one of three 
sources—oil, electricity or a battery. 
This great machine carries its own 
power plant, and when operating on 
non-electrified track, can switch over to 
a storage battery charged by an oil- 
engine, connected directly to a gen- 
erator. As the change-over from ex- 
ternal to internal power supply, or vice 
versa, occurs automatically, lights are 


| provided to indicate to the engineer 


under just what condition of operation 
the equipment is running. 

A recent innovation in the way of a 
passenger coach for highway service is 
a monster double-deck Pullman bus 
that has berths for 26 people and is 
equipped to supply hot meals during 
the days consumed in a long journey 
overland. Each of the 13 compartments 
has running water and a_ built-in 
thermos bottle. At the back of the 
coach is a lavatory. Although this bus 
is 34 feet long and has two decks, it is 
only 10 feet high. Its motor is detach- 
able so that at certain points during the 
long run a fresh motor can be substi- 
tuted for the one that has been in use. 
This plan eliminates the necessity of 
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any delay to overhaul the engine dur- 
ing the trip. 

There is an endless variety of in- 
genious schemes for traffic control. All 
signal lights in one city are now regu- 
lated by the radio waves sent out by a 
vacuum-tube transmitter. This unique 
system replaces the time-clock method 
of changing the colors of the traffic 
lights. A mid-western town uses an 
automatic “sun switch” to control the 
illumination of 100 miles of streets. 
This astronomical clock turns on the 
lamps when the sun sets in the evening, 
and switches them off at the coming of 
dawn. 

Even more astonishing is an appa- 
ratus that will control suburban traffic 
by means of sound waves. This inven- 
tion is intended to reduce the loss of 
time on  heavily-traveled highways 
where there is a small cross-flow of 
traffic at various intersections. The 
ordinary automatic-signal plan  fre- 
quently halts long lines of cars in order 
to let one car—or what is more absurd, 
no car—pass. 

This new device changes the signals 
when the motorist sounds his horn on 
approaching a microphone at the road 
intersection. This robot responds in- 
stantly to all types of horns on the side 
road, but will not change the lights for 
any horn that is sounded on the main 
highway. Even drivers of horse-drawn 
vehicles can get across by calling into 
the microphone. At the end of a pre- 
determined number of seconds, the 
green light on the main highway is re- 
stored automatically. Such remarkable 
accomplishments indicate clearly the 
unmeasured possibilities that lie in the 


wider utilization of light and sound vi- | 


brations. Soon we will have a thou- 
sand automatons to obey the human 
voice. 

There will be no end to the wonders 
of tomorrow. The daily applications of 
new technical knowledge to the prac- 
tical affairs of life in the months ahead 
will perpetuate the present high rate of 
change in commerce and _ industry. 
These pages in succeeding issues will 
tell of the wonders of scores of re- 
markable new machines, materials and 
methods—things that will change human 
habits, alter viewpoints and revolution- 
ize businesses. 

The termination of the flow of the 
world’s gold to the vaults of American 
banks brings to an end what will always 
be a memorable post-war period of 
credit inflation. We now return to the 
serious job of building our future on a 
foundation of science and invention, 
free of the artificial effects of further 
price inflation, and free of the stimula- 
‘tive action of huge accumulations of 
money which. came by accident and 
which cannot soon be duplicated. 


Dazey Churns 


sold only through 


Jobbers =: Dealers 


The DAZEY has been the leading Churn for 

many years and has always been sold through 

legitimate Jobbers and Dealers. Endorsed by 
Good Sicusiditegicig Institute, State Agricultural Colleges, and 
Scientific Buttermakers everywhere. It is strictly a “Quality” 
Churn. Only the best materials are used and carefully as- 
sembled. Made in sizes to suit everyone’s 


requirements, from 2-quart to 10-gallon. The 
extension of electric power lines into rural 
districts has opened up a new field for 
DAZEY Electric Churns. 


DAZEY SHARPIT 


All purpose household Sharpener. 
Requires no skill. The original 
Sharpener of its type. Patented 
grinding wheels. Attractively fin- 
ished in rust-proof electro plating. 
Furnished with removable, revers- 
ible clamp. 


Order from Your Jobber 
Dazey Churn & Manufacturing Company 


St. Louis 




















Whom did Daddy buy 


the electric train for 
last Christmas? 


Right now it looks like a 50-50 prop- 
osition. Dad is just about as inter- 
ested as Junior. Men never quite 
lose the romantic touch that a well 
constructed toy gives—even a gray- 
{ haired woman looks with interest at 


ey a doll 
But the Kids Themselves 
Are Your Best Salesmen 
Give your toy line prominence, both 
in the store and in the windows. 


Make TOYS a source of profit 
throughout the year. 


KEEP TOYS CONSTANTLY ON DISPLAY 
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This is the season to feature all three heights of 
DIAMOND “E” Adjustable Cloth Window 
Ventilators—the 11-inch height for average 
cold weather, the 8-inch height for 
extreme weather, the 16-inch 
height for mild days. Retail 
at 45c. to $1.05. 
















Made in Sweden—and fully guaranteed. 
Especially adapted for soft metal. 


They are reliable, have endurance, uniformity of temper and 
hold their sharpness. 


Bastard Flexible Blades 
Smooth Tanged 
Half-Round 
We Carry a Full Line of Swedish Made Tools and 
Hardware. 


Order from your jobber today, or write 
SCANDINAVIAN WESTERN IMPORTING CO., LTD. 
107-109 Lafayette St., New York, N. Y. 
Minneapolis, Minn. Seattle, Wash. Montreal, Can. 














FOR SALES- TOOLS 


Norcross Hand Garden Cultivators 
and OUT-U-KUM Lawn Weed 
Pullers sell as soon as displayed. 
The Cultivator does three times the 
work of a hoe in a given time and 
does it easier and better. The Weed 
Puller pulls weed and entire root 
without injury to the finest lawn. 
Quick sales—good profit. 

Send for Circular and Prices. 









Manufactured only by 
C. S. NORCROSS & SONS 
BUSHNELL, ILL., U. S. A. 















poder for Water System 
Catalog K which gives 
complete information 
on Deming Shallow and 
Deep Well Water 
Systems for practically 
all requirements. 


THE DEMING Co. 
Salem, Ohio :: Est. 1880 


FIGURE 2085 oe 
The Deming “Marvel” 
Shallow Well Water 
System. Made in capaci- 
ties of 265, 315, 480 and 
lo 


600 gallons per bour. 



















What a Jobber’s Salesman Has 
Learned About Dealer Helps 


(Continued from page 75) 


the company wants played up to tie-in with the national 
advertising which will run concurrently. Letters suggest- 
ing complete tie-up go out at the right advance date and, 
because the manufacturer gives thought to this angle of 
window display, dealer windows in season are coordinated 
with the company’s national advertising to the benefit and 
satisfaction of manufacturer and dealer both. 

leaving windows and going inside the store to look 
over counter displays, we find the growing practice of 
mounting a single product on a stand, so as to get it out of 
the drawer and into the open, to be most noticeable. This 
practice, it seems to me, will defeat its own purpose. For 
unless, as is done in the stores of clever merchants, these 
displays are alternated, the dealer quickly becomes swamped 
with items clamoring for a place on the counter instead of 
in a drawer. Tired of seeing all his ledges and counters 
covered, he clears the decks and puts all goods back into 
drawers. Some very good selling idea or space-saving 
purpose must be back of such displays to make them really 
serviceable in the average store. 

Often the best counter display is the article itself, as in 
the case of such items as colored clocks. These, because 
they have color appeal and tell their own story without 
elaborate cards or boards, readily find a place on the deal- 
er’s counter. Where the package itself can be made to 
do a selling job from the counter or shelf, it is a mistake 
not to make that package attractive. Yet many manufac- 
turers overlook this form of dealer help, putting their prod- 
uct in too plain dress. I have in mind a plastic cement 
which was a wonderful piece of goods. It filled a long- 
felt want and when introduced sold very well. Because of 
its plain white wrapper, it did not display well on either 
counter or shelf and had to be sold—that is, it was not 
“bought.” Along came a competitive product with a more 
attractive package, and today in the stores on which I call 
the competitor gets much more business than the originator. 


When Booklets Are Valuable 


Counter booklets offer a chance for one practical obser- 
vation. That is that on higher priced item in which more 
than one person is interested and has a say in the pur- 
chasing, booklets are very necessary and helpful. But on 
an article of the “impulse’’ type, of small cost, the booklet 
seems to be unnecessary and to prove more expensive than 
valuable. With envelope stuffers, however, the story is 
different, for leaflets sent out with monthly statements al- 
ways create interest and bring people to look at the article 
regardless of cost. 

If the advertiser will keep the clerk in the hardware 
store in mind when he is writing his pamphlets, the manu- 
facturer will greatly benefit. The average hardware clerk 
does not know enough about the goods he is selling and can 
learn a great deal from the literature that comes to the 
counter. 

Now we come to the jobber’s salesman himself as a 
medium of use for the manufacturer in getting greater 
cooperation from dealers in matters of national advertising 
helps. Here I speak from considerable personal observa- 
tion, for experience has shown me that where I make three 
calls a day and work closely and fully with dealers I get 
better results than where I try to make ten hurried trips. 
Just so, I think, would manufacturers get better results if 
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they hurried less and took more time to study actual store 
conditions. Since they cannot personally make the neces- 
sary contacts to get the inside track in stores over the 
entire United States, I believe that their best opportunity 
is to work closely with the jobber’s salesman. The job- 
ber’s man, after all, is the only outlet for much of the ad- 
vertising material which originates with the manufacturer, 
and if the jobber’s man fails to function, the whole adver- 
tising scheme falls down. 


Education Is Needed 


Therefore, my suggestion to increase the efficiency of 
dealer helps is to educate the jobber’s man to educate the 
dealer. This can be done in many ways that I need not 
touch on here. The main thing is what should be included 
in this education. For the wholesaler’s salesman, I should 
say there are just two essentials. After he has been given 
all he need know about the product itself, he should be 
kept in contant touch with details of the advertising end. 
Much of this can be done by letters which outline a cam- 
paign and which give actual costs of dealer helps, to stimu- 
late the salesman’s appreciation of what the manufacturer 
is doing. 

Backing this work on the jobber’s man, the manufac- 
turer should, in my opinion, further aid the salesman by 
going to the dealer with direct-mail education. This effort 
is designed to impress the dealer as an individual that na- 
tional advertising is for him personally to the exact extent 
that he capitalizes it with proper window displays and 
allied helps.. Then, when I as a jobber’s salesman go to 
the dealer with a specific campaign, show a fine two-page 
spread and announce that it is to help the dealer, I won't 
get the reply that tries salesmen’s’ souls: 

“Like hell it’s to help me! That stuff just ‘costs me 
money.” 

Instead, when I know the full details of a national cam- 
paign and associated helps and go to a dealer to whom the 
manufacturer is intelligently directed, friendly mailing 
pieces has sold the basic ideas of the campaign, I will feel 
and the dealer will feel that the company behind the cam- 
paign is really trying to help along lines we can understand 
and appreciate. 


Helps That Work Are Needed 


Neither jobber’s man nor dealer questions the good to 
be had from advertising helps. But experience has shown 
‘us that most of these are made up with little consideration 
for our actual needs, and with no sign behind them that the 
company putting them out is composed of human beings 
interested in how we handle their product, or desirous 
of showing us how best to sell that product with the vari- 
ous helps. Mostly these helps are impersonally tossed to 

s ‘to get rid of” instead of “to put to work.” 

That so many dealers—and I know it to be true of the 
majority—throw eight out of twelve so-called helps into 
the paper box seems to me to be due partly to the fact 
that retailers do not always appreciate the great value of 
national advertising aids. But mostly it is due to the fact 
that the aids do not even approximately meet normal store 
needs. And in addition to these helps, giving every evi- 
dence of a complete lack of appreciation of the dealer’s 
needs, the letters that go with them aggravate the situation 
by lacking the slightest friendly, personal indication that 
the manufacturer considers the dealer to be a regular fel- 
low whom he is sincerely anxious to help. 








Sitans 
“Hercules” “T’’ Bar Carpe 
Clamp 


Interior view of slide 


Size of Bar tHe 3% inches showing cam _ and 
Size of Screw—% inches spring. ; 


nter’s 


a 





>. This clamp has several features not found in any other 
clamp. 

The bar is not notched, therefore has full strength. 

A special cam locking device is assembled with slide. 
This cam is made of special tool steel, hardened. 

Has teeth formed at point of contact with bar. 

The holding power of cam increases with pressure on 
slide, making an ideal and sure locking device. 

Fittings of malleable iron. 

Either metal or wood handle can be furnished. 


Weight 
Per Pair 
Numbers Size Lbs. Per Pair 
702 2 ft. 13 $ 9.00 
703 2% ft. 14 9.25 
704 3 ft. 15 9.50 
705 4 ft. 16 10 50 
706 5 ft. 17 12 00 
707 6 8 18 13.50 
Made by 


E. C. STEARNS & CO. 
Syracuse, N. Y., U. S. A. 











FAIRBANKS 
TRUCKS 


for 


Every Purpose 






Each of the many 
different types of 
Fairbanks Hand j 
Trucks is built to = soe) Ware- 
best serve the pur- ji: | 
pose intended. 
They sell on 
merit. 


Send for Catalog No. 30 which gives full 


information about the complete line. 


The FAIRBANKS Company 


BOSTON NEW YORK PITTSBURGH 
ROME, GA. 


Distribution in all principal cities 
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STOVE BOLTS MACHINE SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.L..U.S.A. 


WESTERN DEPOT, 225 PANDOLDH SL.CHICAGO.ML. 


Put lt Together With Screws 








Coming Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION and 
SOUTHERN Harpware Joppers’ AssociaTION Joint Con- 
VENTION, Edgewater Park, Miss., April 22, 23, 24, 25, 1929. 
Headquarters Edgewater Gulf Hotel. Chas. F. Rockwell, 
secretary-treasurer, American Hardware Manufacturers’ 
Association, 342 Madison Ave., New York City. John Don- 
nan, secretary-treasurer, Southern Hardware Jobbers’ As- 
sociation, Richmond, Va. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, some time in May, 1929. L. P. 
Biggs, secretary, 815-816 Southern Trust Building, Little 
Rock. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Blowing Rock, N. C., June 11, 12, 13, 1929. Headquarters, 
Mayview Manor. Arthur R. Craig, secretary-treasurer, 
Charlotte, N. C. 


Lou1sIaANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
f10N CONVENTION, Mansfield, June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 19, 20, 21, 22, 1929, at Minneapolis Municipal 
Auditorium. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 


Mississipp1 RETAIL HARDWARE AND IMPLEMENT AsSO- 
CIATION CONVENTION, Gulfport, June 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 


NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, 
Oklahoma City, Okla., June 24, 25, 26, 27, 28, 1929. H. P. 
Sheets, managing director, 915-935 Meyer-Kiser Bank Bldg., 
Indianapolis. 


New ENGLAND HARDWARE DEALERS’ ASSOCIATION CON- 
VENTION, Mechanics’ Building, Boston, Feb. 20, 21, 22, 1929. 
George A. Fiel, secretary, 80 Federal Street, Boston, 9. 


Oxu10 HARDWARE ASSOCIATION CONVENTION AND Ex- 
HIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 1929. 
Headquarters, Gibson Hotel. James B. Carson, secretary, 
315 Mutual Home Building, Dayton. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Amarillo, Tex., April 8, 9, 10, 1929. Head- 
quarters, Amarillo Hotel. C. L. Thompson, secretary, 
Canyon, Tex. 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvEeNTION, Los Angeles, Feb. 20, 21, 22, 1929. H. L. 
Boyd, secretary, 508 Spring Arcade Building, Los Angeles. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Building, Atlanta, Ga. 


WHAT IS A MERCHANT? 


This is the analysis made by John Coode, president of 
the National Association of Retailers: 

“One who knows the value of the merchandise he han- 
dles, of real service, of cleanliness, of display, of quality, 
of personality and courtesy. One who knows his cost of 
doing business, his margin of profit, the needs and wishes 
of his customers. And, I might add, one who knows how 
to get along with his fellow merchants to further the inter- 
ests of the industry to which he belongs.” 
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An Old Reliable Brand 


reso Bath Room Fixtures have sold on 
merit for many years and given universal 
satisfaction to thousands of customers. 





Beautifully designed, made rust-proof 
of solid brass, superbly finished with a 
coat of extra heavy nickel-plate they rep- 
resent the last word in appearance, qual- 
ity and durability. 


Many new patterns are constantly being 
added to The rwcco Line. 


Send for latest catalog and trade-prices. 


AMERICAN RING COMPANY 


Waterbury Connecticut 


No. 3768 Branch Offices: 
Bath Tub Soap Holder Boston—170 Summer St. New York—2 Hudson St. 
Size, 55% x 4% inches San Francisco—116 New Montgomery St. 
. Slanted Construction. Packed % doz. in box. Chicago—29 E. Madison St. 


LADDER. 
or AVERY pURP 
oHOoME NEEDS § 
EVERY op LAODE R> 
ey FARM NEEDS § 
= LONG LAODOER, 


ose 











iwe PAY THE FREIGHT 
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FORSTNER| 
Labor Saving | 
AUGER BIT 


Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 

consequently it will bore any arc of 

@ circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true lished surface. Takes 

the place of a chisel. gouge. scroll-saw, or 

lathe tool combined. For core boxes, fine 

wl ae won veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon ualliing and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 








Its users 
know 


SERS of Oswego Tools 
know that the Oswego 
Standard Pipe Wrench 
backs up its makers’ claims for 


ability to stand up to the toughest 
pipe running or repairing job. 


The jaws are milled in the orig- 
inal Oswego way, giving the most 
powerful grip of any pipe wrench 
procurable. 


The 40 years’ experience that 
backs every Oswego Pipe Wrench 
shows its value in daily use. 


This Wrench is fully guaran- 
teed as to material and workman- 


ship. 


The Oswego line of Wrenches, 
Pipe Cutters, Pipe Vises and simi- 
lar construction tools is most com- 
plete. Our catalogue gives details 
and prices. 


The Oswego Tool Co. 


Established 1887 Incorporated 1893 
Oswego New York 








ee 


We are pleased to enclose order for one copy of the 
Ninth Edition of Hardware Age Verified List. 

As you no doubt know, our business is almost exclu- 
sively with the wholesale hardware jobbers and when 
we tell you that our products are found in some 75,000 
stores in the U. S. to which we do not sell direct, you 
can readily understand that we find your Verified List 
of considerable value to us. 

We use it daily, we cannot afford to be without it and 
anticipate an early receipt of a copy of the Ninth Edi- 
tion. 


Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS OF NINTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion 
work and also a helpful guide for salesmen’s calls. Every 
manufacturer’s sales manager should have one on his 
desk, and every salesman could profitably carry a copy in 
his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and 
these all appear in the Ninth Edition. 


Hardware Wholesalers and Manufacturers’ Agents find 
Verified List of great value in “checking” their prospect 
records. 


It really is 18 directories in one. 


PUBLISHED ANNUALLY 


Price of the Ninth Edition, 
$15.00 postpaid. 





TYPEWRITTEN MAILING LISTS. We can fur- 
nish you with lists of the principal trades and pro- 
fessions in the United States, Canada and foreign 
countries. Prices quoted upon application. 











ADDRESSING, MULTIGRAPHING, ETC. We 
have facilities for addressing envelo cards and 
broadsides from your list; and for multigraphing and 
filling-in form letters. Prices quoted upon.application. 











Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 


a. . | Ss 
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Accurately Cut 


that make 


— Eagle Wood 





Satins ere shipments. 


Brass and 


Head 


Night Latches 


REG. IN U. 8. PAT. OFF. 


Works at Terryville, 


Threads 


Pec Are the satisfying qualities 


Screws 


so popular. Large stocks 
on hand assure prompt 


Iron 





WOOD SCREWS 


NU 


Clean Slots 


Saw Uniform Heads 


wee 


sania 
>) 


Ba Flat, Round and Oval  scwataatl 


The Eagle Quality Line 


Front Store Sets 


Branches: 
521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford St., Boston, Mass. 


Cenneeticut 


Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 
Wood Screws 


Eagle Lock Co. 
General Sales Office 
26 Warren St., New York 


RBG. IN U. 8. PAT. OFF. 

























Rugged strength and 
proven service are 
provided in the com- 
plete line of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 
where. +, F + + 












PENNSYLVANIA 
yanch Offices__, 










San Francisco, 703 Market St. 
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Bommer 
Spring Hinges 














are are 
the best the best 


« Headed Nails 
and eprne are used as bumpers on pianos, closet seats, and 
to receive the thrusts of drawers, also to prevent 


of People are Pushing noise and marring to such as they are attached. 
Them Stem Tips, made in thirteen sizes, especially 
designed for chair legs and prevent the scratching 

whenever they open a door of floors. Absolutely noiseless. 


We make a large variety of rubber specialties. 


Follow the line of least resistance | 
Send for catalog and prices. 


er 
vse BOMIMEP aiways ELASTIC TIP CO. 


They are the best 
370 Atlantic Avenue, Boston, Mass. 


Bommer Spring Hinge Co., Brooklyn, N. Y. 


Rivets 
Roofing Nails 
MORTISE BOLT LOCK Scratch Brush Wire 


No. 5051 
for 


CLOSETS GARAGES CABINETS 
REAR DECKS SHEDS ATTICS 


CELLAR COMPARTMENTS 
and THE BRIDGEPORT SCREW CO. 


ALL DOORS WITH ONE WAY Brid. Co U. S. A. 
APPROACH secs agsias 
Representatives: 


(QD INDEP ENDENT IOCKCO. Milton Pray Co., San Francisco, Los Angeles, Seattle 
FITCHBURG, MASS. George E. Quigley, Detroit 
E G. M. Baird & Co., Memphis, Tenn. 
Full Information on Request 
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10 to 30% per pound in 
favor of ATLAS TACKS 


What count do you get when you buy tacks 
or small nails by weight? 


There is often a difference of 10 to 30% in 
favor of Atlas tacks or small nails. Test 
them yourself. And remember—good, 
sharp, clean cut, correctly sized tacks are 





OILERS 


Wherever displayed these New Style 
(Hammer & Co.) Malleable Iron 
Oilers with their durable Brass 
Spring Bottoms are having a steady 
sale. 


By our new method the bottoms are 
made so that they will not loosen or 


leak. Your customers will like them. 


expensive to make. 





5 Send for Trade-prices. 


New Style Oller Maileable Iron, Vanadium Iron and Low 


Carbon Steel Castings to order 


MALLEABLE IRON 
FITTINGS CO. 
Branford, Conn. 


Or, when you buy by 
count see that you get 
the weight. There is 
often a corresponding 
difference. 


as aren 


PROTECTION | Either way, you can 


* ieburanens, “| bank on Atlas tacks 

Loonie || and small nails for 

i, muses i quality, full count and 
full weight. 


i FAIRMAVEN, MASS 


Pat. Improved Bottom 








CLAMPS 


Wealso make 
Malleable Iron 
Clamps in four 
popular styles. 


Old Style Oiler 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 


Patent Spring 














POULTRY*eNETTING 


Galvanized Before and Galvanized c4fter Weaving? 


(i inith 4 


Just try these 
on Your Counter 


The Fairmount No. 555 Nest O’Wrenches combines 
quality, selling speed and a good margin of profit 
to make the dealer’s investment in it profitable. 


Properly designed and drop forged, each wrench 
can be depended upon to give satisfactory service. 
Attractively packed, and the package lending itself 
readily to counter and show case display, quick 
and easy sales are assured. And with each sale 
there goes a substantial profit. 


Ask your jobber about this popular Fairmount line 
or write to us for full details. 


FAIRMOUNT 


TOOLE FORGING co 


CLEVELAND, OHIO 


€ Look for the tag, carrying our name, at the end of every roll! 


"= The Gilbert & Bennett Mfg. Co. 


Established 1818—Americe’s Oldest Woven Wire Factory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Coon Chieage Kanes iy - ‘ 7OOLS GIVE SERVICE AnD a (7 
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A BIG 
eeER A praectieal 
when ventilation transit that’s 


without draft is 


WINDOW {%® 
NTILATORS aoe proven 


A profitable item for dealers. Appearance and — ~ ad t I 

attract buyers. Made of all-metal, finished in olive green = oie Wi 

baked enamel. So constructed that it keeps out rain and : S e e r 
snow. Built-in bronze wire screen excludes dirt and dust. 
Nationally advertised. Order through your jobber or 


direct. 
ALLWEATHER VENTILATOR CO., Ine. Sell Starrett 


452 Lexington Avenue New York City 


i 








\ Two Good Can Openers _ {\5 If you are not acquainted with the 
: Ve . sensational features of the 
Our No. 200 at left has a double 


notch cap lifter in handle for e 
pening glass jars with vacuum e 
caps, Our No. 100 at right has . i sf e Dp la 
sharp point which pierces can 
easily and a hardened and tem- 4 do i) 
pered blade which cuts without j SEI ES § 
tearing. Both have corkscrews. 4 
Please order from our e Mm ower 


Sales Representative 
Patents Pending 


fo henlearpageaiieon gery Write Philadelphia Lawn Mower Co., Inc. 
: . J 4250 Wissahickon Avenue, Philadelphia, Pa. 
TWE =-Y¥GOS > CO. 161 Porter St., New Haven, Conn. 


OIL 
CLOTH 
KNIVES 


No. 1, 3” Blade om 

we They make ordinarily tough jobs easy 
No. 2, 3% Blade —thus making a hit with householder 
or mechanic. 
Like every R. MURPHY knife they 
hold their edge—stay sharp indefinitely 
—and handles stay set. They make satisfied customers— 
an absolutely sure source of profit to you. 























Other fast selling R. MURPHY Knives are:—Oyster, 


Shoe, Sloyd, Kitchen, Paper Hanger, etc. Better Things 


Write for prices, etc. 


Robert Murphy’s Sons Company Est. 1850 Ayer, Mass. Are Just Ahead 


for the dealer who makes his show windows 
attract customers by the use of the right ma- 
terial. 

get The manufacturers who advertise in Hard- 
, : ; : ware Age will be glad to supply the needed 
SAMSON CORDAGE WORKS material, and each issue of Hardware Age 
BOSTON, MASS. will furnish you with examples of effective 
window displays that have proven successful 


SASH CORD for other stores. 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of qualit, forits particular use 


“There IS a Difference in Sash Cord’’ | Hardware Age, 
OTHER BRAIDED CORDS~ COTTON TWINES ° 
239 West 39th St., New York City 


Send for catalogue, samples and selling information 


























HARDWARE 





The old-fashioned caster is 
out of date. Dealers every- 
where are now selling— 


BALL BEARING CASTERS 


Roll easily and smoothly in any 
direction. Quick seller and good 
profit-maker. Write today for 
sample, catalog and full particu- 
lars. From Your Jobber— 


The Schatz Manufacturing Co. 
Poughkeepsie, N. Y. 
Agents: J. C. MeCarty & Ce., 253 Broadway, N. Y. City 








The “Ajax” 


REVERSIBLE BEVELED SIDE PLATES 





Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 


The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball-bearings for carrying the weight of the door. 


The reversible beveled side plates present a 
pleasing and neat appearance when applied to the 
door. 


Send for Catalogue No. H 42 


~(CHICAGO)— 
SPRING HINGES 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U. S. A. 























Rite Hardware 


RITE onyx push plates, 
and Rite Onyx Door Knobs 
and Levers, have a distine- 
tive beauty and quality 
found in no other hard- 
ware. Imported onyx is 
available in white, amber 
and green clear colors, and 
Death Valley onyx comes 
in beautiful mixtures of 
red and green. Since RITE 
originated this now famous 
line, onyx on builders’ 
hardware has become ac- 
cepted as the very latest 
vogue. 

Distributed by 
AMERICA’S LEADING 
JOBBERS 
Manufactured by 


RITE HARDWARE & 
MFG. CORP. 


1646 No. Spring St., Los Angeles 
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**That 
Reminds 
Me—!” 


The Modern store of 

Stores that are equip with 4. M. Griffin, Plain- 
modern Heller merchandising field, N. J., is Heller- 
fixtures are stores with cus- equipped. 
tomer appeal. They not only 
draw new trade, but also sell 
your present customers to capacity—-silently, psychologi- 
cally—with no more effort on your part than usual, 
When the customer enters to buy a pound of eight penny 
nails he will exclaim, “That reminds me—I must have 
some of these hinges, and one of these saws!’’ What you 
show, you sell, now-a-days. 
Fill in the questionnaire below and send to the W. C. 
Heller Company for Heller’s personal suggestions on how 
to modernize your store. You too should be hearing that 
profitable phrase, “That Reminds Me!” 

Be sure to see the Heller exhibits at any of 

the following conventions during February: 

Detroit, Rochester, N. Y., Philadelphia, and 

Cincinnati. 


HELLER 


Business Building Store Equipment 
Check the iteme you are interested in. BWC FIELLER & CO. 


tear out this 
710@ Bryant St., Montpelier, Ohio 


OC New Style Display Tables 
OC Price Tickets for Display Tables Now York Offices, 30 Vesey Street, 


C)Display Door Wall Cabinets Suite 500 
67-A 2-21-29 Write name and address in margin below 
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WALWORTH 


Walworth Company, General Sales Offices: 
51 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, IIl.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the W orld 


Walworth Company, Limited, 10 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 














Stone Splitting 
Wedges and Shims 


Complete Catalog of 
Granite Cutting Tools 
and Supplies on request. 


Trow & Holden Co. 


Barre, Vermont 





oe NU COMPANY |. 


) pactimore MARYLAND 





ieee eeal 
Grass Shears Pruning Shears 


No. 117 Grass Shear 


FAST SELLING GOODS FOR SPRING 
Fully Guaranteed Tools That Will Please Your Trade. 
Write for Catalog and Prices Today. 
Manufactured by 
SEYMOUR SMITH & SON, INC., Oakville, Conn. 





Sales Representatives: John H. Graham & Co., 113 Chambers St., New York 








An orderly kept 
Store Attracts 
Customers 


GREEN’S 


Improved 
STOCK BOXES 


Will improve the appearance and efficiency of your store 
at small cost. Sizes to fit your present fixtures. 


Write for illustrated price list 


THE GREEN COMPANY 
250 W. 57th St. New York, N. Y. 


ae 





¥ Satisfied 
% Customers 


Profitable 
Sales 


Wp Russell Jennin 
“iu Chester, 


ings Mfg. Co. 


nn. 











ADJUSTABLE 
WRENCHES 


Dye Secoed trom high grade tool 
steel, harde: 


every purpose. 
Write fer Catileg 


DIAMOND CALK 
HORSESHOE Co. 


4622 Grand Ave. Duluth, Mina. 












































We will be glad to help you 
with your sales problems. 


Hardware Age, 


239 W. 39th Se. 
New York City 























HARDWARE AGE for 


FEBRUARY 21, 1929 








IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 
MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 











Armstrong Bros. Adjustable Pipe Dies 


Made of Special Vanadium Tool Steel, these dies incorporate every desira- 
ble feature: Correct Cutting Angle or Rake; ‘Backed Off’’ Chasers or 
Cutting Teeth; Correct Throat Angle; and Ample Chip Clearance. Cut 
a — and cleaner and back off smoothly without jamming or tear- 

Try a pair and you will use no others. Fit all standard stocks of 
} Adjustable type. 


WRITE FOR CATALOG P-10 
ARMSTRONG BROTHERS TOOL COMPANY 
“The Tool Holder People” 


314 N. Francisco Avenue Chicago, U. S. A. 


ump 


Sell on oar 
Their Visible Screw, Stability, 
Workmanship & Duco Coloring 
imp! ex paver Jacks 


' Create Sales Appeal . 


Templeton, Kenly & Co. and Tienes vag es |j 


EST.1K899 have been famous 


Chicago, Il. U.S.A, eS 








Allith 


ROLLING LADDERS 


like Allith hangers—are always 
on the track. They speed up sales 
by reducing the time needed for 
each sale. They are attractive, 
durable, roll quietly and run free- 
ly. Your post card will bring 
prices and information by first 
mail. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 














*“ALPCO” Aluminum Levels! 


NVESTIGATE this modern line of profitable alumi- 
num levels. Quick sellers, as they are popular- 
priced. Absolutely accurate, multiple uses and 
patented construction. Spirit glass gauge when broken 
may be replaced with “O” repair insert by anyone. 


Machine finished and polished. 
Write for Catalog, Prices and Discounts 


ALUMINUM PRODUCTS CO. 
Plainwell Michigan 








NMLULUUULANNVNTVU AURAL 


BETH HLEHEM 





The reputation of 


Brown €& SHARPE 
Tov Ls 


for Accuracy and Reliability 
finds them a ready market 
wherever metal is used 


BROWN & SHARPE MFG Ct 
PROVIPENCE RIE USA 


Worlds Standard of Accuracy 


20 LAL 


WIRE PRODUCTS — 


for every need z 
Cambria Fence 
Steel Fence Posts 
Wire—Barbed, Barbless and : 
Twisted, Processed, Bright 
and Galvanized 
 Nails—Gement-coated, Bright 
Blued and Galvanized : 
Wire Rods Staples = 
= 


BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. 


UAC 
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Classified Opportunities 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 


Opportunity Exchange Section 1 inch ... 4 





BOXED DISPLAY RATES 


Each additional inch......... 


Positions Wanted Advertisements 
- . -$5.00 50% off rates quoted 


-» 4.00 





Address your advertisements and replies to 





Set Solid, Mini f S lines... .$3. 
Each additional line ones 


All Capitals, Minimum of 5 lines.. 4.00 
Each additional line............ 80 


Average 10 words to a line 
Allow One Line for Keyed Address 





Discounts for Classified Advertising 
4 insertions, 10% /— 8 insertions, 15% 
° 


Remittance Must Accompany Order 


Hardware Age, Classified Oppor- 
tunities, 239 West 39th St., New 
York City 





tfanpWwake AcE Is published each Thursday. 


Forms close Nine Days previous to date of 
publication. 





Samples of merchandise, literature, catalogs, etc uiring more than ordinary reforwarding postage should not 
: ‘ be addressed to t 


ox numbers. 





BUSINESS OPPORTUNITIES 


HELP WANTED 








FOR SALE 


Hardware and Paint Store, Gasoline and Battery Station, 
kine location, Junction point, rarmeis Blvd. between New 
York Bivd. and Sunrise Highway, springfie.d Gardens, Long 
Isiand. Corner store 2vx40, Five room apartment above. 
Plot 50x110, Business and Real Kstate, Price $50,0vv.0J, Cash 
$20,000.00, Business only $15,000, terms ar.anged. Good 
opportunity, reason for selling retiring from business. 
Address Box |-277, care of Hardware Age, New York. 














FOR SALE—RETAIL HARDWARE STORE SITUATED IN THE 
BUSINESS DISTRICT OF A SOUTHERN SEACOAST CITY OF 
60,000. ESTABLISHED 25 


TURES INVENTORY ABOUT $35,000. ADDRESS BOX 1-257, 
CARE OF HARDWARE AGE, NEW YORK. 





FOR SALE—GENERAL HARDWARE STORE, located in the south- 
ern tier of New York State. In one of the best manufacturing towns in 
the State. Located on the main line to all points, East, West and South. 
Stock and fixtvres inventory about $10,000. Doing from $30,000 to 
$36,000 per year. Address all inquiries to Box 1-275, Harpwarr Acr, 
New York. 


FOR SALE—COMPLETE SET of Heller patent panel door hardware 
fixtures; 3 Myers rolling ladders; 2 large cabinet size 4 and 5 drawer 
cash registers; 2 large safes; 2 Mosher’s tool racks; 5 six foot oak show 
cases; 2 five roll, 12 ft. linoleum racks. WALBERTS & TIMBERLAKE, 


Columbus, Kan. 
WANTED—MANAGER FOR SOUTHERN JOBBING HOUSE with 
a 40-year record of success and an opportunity for enlargement. Party 
must have hardware experience as owner or manager, executive ability 
and successful record as profit producer, and $50,000 to $100,000 to invest. 
Address Box 1-265, care of Harpware Acre, New York. 





FOR SALE—HARDWARE, RADIO, HEATING AND PLUMBING 
BUSINESS in Hudson Valley town. A going hardware established over 
© years. Stock inventories over $15,000, one-third radio and sporting 
goods. Address Box 1-276, care of Harpwark Ace, New York. 


TO THE MANUFACTURER—We are always in the market for 

quantity lots of seconds, discontinued numbers, closeouts, etc., in Mech 

anics’ Tools, Hardware and Kindred lines, send samples and quote lowest 

prices. CHAS. WEILANI. INC., Wholesale Hardware. 147-149 Chambers 
y 





St.. New York City, N. 


WANTED—FOR IMMEDIATE PURCHASE, a well established retail 
hardware business in Brooklyn, Long Island or New_Tersey. bv experi- 
enced hardware man. References gladlv furnished. Please write details 
to Box 1-264, care of Harpware Acer, New York. 


FOR SALE—A CHANCE OF A LIFETIME. _Walf interest in manu 
facturers agency. Established 20 years. Excellent line of _ accounts 
Owner retiring. Address Box 1-271, care of Harpwart Acr, New York 


FOR SALE—HARDWARE STOCK, ; 
good town. Goce going business, established 
LAWSON, Milan, Michigan. 


fixtures and tools, located in 
location. TOHN D 


We Need an Experienced Salesman 


who knows the trade in Iowa, Minnesota, North Dakota 
and South Dakota, to sell our fifty year established line of 
Enameled Kitchen Utensils. We want a man between 
the age of twenty-five and forty-five, of good education, 
moral character beyond question, looking for a perma- 
nent position, to be paid a liberal regular monthly salary, 
a bonus over and above salary, and ail traveling expenses. 


Can you fulfill these requirements? Write now, giving full 
particulars to G. E. Anstrand, General Sales Manager, 
Columbian Enameling and Stamping Company, Terre 
Haute, Indiana, manufacturers of the famous Columbian 
Made Ware—The Gem of the Kitchen. 














PUSITIONS WANTED 





_ EXPERIENCED) HARDWARE MAN desires Western New York 
lerritory vepresenting one or more manufacturers or jobbers. Thoroughly 
familiar with house furnishings, general and builders’ hardware, builders’ 
supplies, paints, etc. Twelve years’ experience as salesman, assistant 
manager and buyer. References. Address Box I-258, care of HARDWARE 
Acre, New York. 





I HAVE SEVERED MY CONNECTION with Schlage Lock Co., 
whom | have represented in Cleveland and northern Uhio with fifteen 
years’ experience in this territory. 1 am now open for position with manu- 
facturer of similar line of builders’ hardware or hardware specialties. 
Address Box 1-251, care of Haroware Ace, 1362 Hanna Bldg., Cleve- 
land, Ohio. 








IIARDWARE MAN, 28 YEARS OF AGE, with 12 years’ experience 
in sales and purchasing departments. Prefer to connect up with a concern 
- or gene New York City. Address Box 1-226, care of Harpware AcE, 

ew York. 





SALES ACCOUNTS WANTED 








MANUFACTURER’S REPRESENTATIVE 


Open for two-or three representative lines of hardware and house- 
furnishings to jobbers and department stores in the following terri- 
tory: New York State, New Jersey, Philadelphia, Baltimore and 
Washington. Fifteen years personal contact with hardware jobbers 
and leading retailers throughout country. Have made t h 
study of merchandising. Highest credentials will be furnished by 
many of the best known concerns in the trade. Edward Weingarten, 
286 Fifth Avenue, New York. 














FOR SALE—$14.000 Stock of Shelf Hardware. tools, etc.. in THinois. 
in a town of 70.000. choice location. established 20 vears. Address Box 
1-254. care of Harpware Ace, New York. 


HELP WANTED 








WANTED—YOUNG MAN WITH SOME EXPERTENCE in_ hard 


$25.00 per week and 


are, cutlery and tools who is willing to start at 
pera mag Hardware Box 1616. 


demonstrate his ability to earn more. Address 
Pittsfield, Mass. 


SALES REPRESENTATIVES WANTED 








SALES REPRESENTATIVE—FOR MIDDLE WESTERN TERRi- 
TORY, selling the hardware jobbers, dealers and department stores on 
commission basis. Our product is a nationally known sheet metal spe- 
cialty already well established in this territory. To be considered, write 
fully in longhand your age, experience, territory covered, line or lines 
now carried and references. Present representative being moved to other 
territory and knows of this ad. Address Box 1-274, care of FIARDWARE 


Ace, New York. 
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Classified Op 





portunities 








SALES REPRESENTATIVES WANTED 





SALES REPRESENTATIVES WANTED 








WANTED 


Sales Representation and Distribution or Both— 
within a radius of 50 miles of New York City—in Hardware 
specialties, Radio Accessories, Electric Appliances by a 
reliable house with experienced sales force. 


Address Box I-268, care of Hardware Age, New York 











SALESMEN 


If you cover the following territories and sell tne retail 
hardware and kindred trades, we have a fast selling line 
of spring goods with a 15% commission. Territories open— 
New Jersey, Indiana, Minnesota, Northern Ohio and Phila- 
delphia and Chicago Districts. 


Address Box 1-267, care of Hardware Age, New York 














SALESMAN—HARDWARE—TOOLS—MILL — supplies, 17 years’ 
road experience. 15 years continuous service with present concern. [De- 
sires connection with manufacturers or jobber New York territory, or will 
consider tew nigh grade established lines to represent in Metropolitan dis- 
trict. Box I-Z6¥, care of HarpwArE AGE, New York. 





MANUFACTURER OF BUILDERS’ HARDWARE has opening for 
efficient representation in several territories where trade has already heen 


established. In replying state lines now carried, houses represented and 
exact territory covered. Write Box I-270, care of Harpware AcE, New 
York City. 





WANTED—A THOROUGHLY EXPERIENCED MAN tto work in a 
large suburban hardware store. State experience, references, age and 
salary desired. Address Box I-273, care of Harpware AcE. New York. 





COMMISSION SAIESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harnware Ace. New York City 


A REAL OPPORTUNITY EXISTS in Philadelphia and New Jersey 
for a salesman of wide acquaintance to sell America’s finest Ash Cans, 
Garbage Pails, Oily Waste Cans, Special Factory Cans and Hooded Rub- 
bish Cans for street use, on commission arrangement. Products have won 
by service tests the endorsement of many large buyers. Outline territory 
covering regularly—what other lines carried—also references. Address 
Box 1-272, care of Harpware Ace, New York. 





THOROUGHLY EXPERIENCED HARDWARE SALESMEN_ for 
Suffolk County, Long Island, Westchester County, New York, and Sussex 
County, New Jersey. Only those having had previous wholesale hardware 
selling experience need apply. Address Box 1-278, care of HARDWARE AGE, 
New York. 





SPECIALTY SALESMEN CALLING ON TIE HARDWARE 
TRADE. We have a side line of a popular article used on every home- 
pocket sample. Liberal commission. CAMBRIDGE-WHEATLEY CO., 
Dept. “C,” Covington, Ky. 











Are You Looking for 
REAL Sales Representatives? 





The Classified Opportunities Section of Hardware 
Age is read every week by the kind of men you 
want to get in touch with 


It costs little to tell them your story. 








any others. 





no trouble at all. 
They 


profits. 


Better order now. 
Jobber can supply. 


NORTH BROS. MFG. CO. 








The Season Is Here 


Your women customers will buy § 
these Freezers in preference to 
Just tell them how 
easily and quickly they can 
make the many delightful ice 
cream and frozen dainties most 
any time and most anywhere 


at a very small cost. 
They take very little ice and salt and freeze so quickly, it’s really 


sell on a reputation established by more than 
years of high class service and they stay sold. 


The Blizzard is simpler in construction and a trifle cheaper, 
sells as well as either the Lightning or Gem, and should be carried 
with either style to satisfy the demand. 

Don’t get caught without the goods. 





thirty-five 


This means sure 


but 


Your 





PHILADELPHIA, PA. 











SHI 
UFIREON 


STORE LADDERS 


MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—to 
make it ibl ient for clerks and stock men 
to handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate. vibra- 
tion and noise and produce a ladder of ample strength for 
convenience and efficiency. One style only—neat of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


mt FE.MYERS & BRO.co. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 





















safety, 


















Handle the Nesco line and sell 
more ovens. Here are features that 
mean more sales. Full tin lined 
—double walls, asbestos insulat- 
ed—heat indicator—air circula- 
tion—heat deflector—two locks. 
Specify *‘Nesco’’to your jobber. 
Nationat ENAMELING AND 
Stampinc Company, Inc. 


13 12th St., Milwaukee, Wis. 


NESCO 
OVENS 


The Nationally 
Advertised Trade Mark 

































} 
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THE ADVERTISERS INDEX 


is published as a convenience and not 


part of the advertisi 


ing contract. Every 


ass 
No allowanres will be made for errors or failure to insert. 


care will be taken to index correctly. 





A 


Ace Hardware Mfg. Corp...... 
ee, ee 


Acme White Lead & Color 
POR Sie wus Se dnba bes iskeans 
Addison-Leslie Co. ............ 


Se NN ie vista de sw sssn've 
EY. Gack sawes coee ss 
Alexander Hamilton Institute... 
Ee 
Allith-Prouty Co. ; 
Allweather Ventilator Co....... 
Altorfer Bros. Co..... 
Aluminum Prods. Co... 


Aluminum Wares Association. . 
American Chain Co........... 
American Flyer Co............ 
American Fork & Hoe Co... 
American Gas Machine Co..... 
American Handle Co........ 
American Mutual Liability In- 
RN BOR Se eb banks ce oe 
American National Co......... 
American Ring Co...... ae 
American Saw & Mfg. Co.. 
American Screw Co........... 
American Sheet & Tin Plate Co. 
American Steel & Wire Co.... 
& = Tele- 
ON TO EE TR iivceaceucn 


American Telephone 
American Thermos Bottle Co., 
MOMS laeeca eas s vanes és 

American Weekly ............ 
Animal Trap Co. of America.. 
Anti-Borax Compound Co....... 
Apex Stamping Co............ 
Og le ye ee 
Armstrong Bros. Tool Co..... 
Armstrong Mfg. Co........... 
Atkins & Co., E. C....... 

Ras TR TG. ss... es 


B 


Babcock Co., The W. W...... 
ee eee 
Banks Steel Post Co.......... 
Barney & Berry, Inc.......... 
PN HG. hhiciw sche o's Ske wa 
Beardsley & Wolcott Mfg. Co... 
Beckwith Co., Inc............. 
ie ee ae 


Beisser Key Machine Co...... 
Belfonte Steel & Wire Co..... 
Bemis & Call Co.............. 
DN ORE Wo.5s8 vicki pies 
Bergman Tool & Mfg. Co..... 
Bernz Co., Inc., Olte. «3.5... 


Bethlehem Steel Co 

Billings & Spencer Co......... 
— | Birtman Electric Co........... 
— | Bissell Carpet Sweeper Co..... 
er ts ceca sescsacaen 
om | weemmeent Pemcs’ Ce... .....5.. 
— | Bluffton Saw Cutter Co....... 
- Bommer Spring Hinge Co.. 
ns ee Se TS Wh os Scie ad 500s 
9 | Boston Varnish Co.. 
— | Boston Woven Hose & Rubber 
R9 Co. 
86 | Bowen Products Co 
Brach Mfg. Co., |. S 
g9 | Brainerd Mfg. Co 


Brecher, August ........... 
Bridgeport Screw Co.......... 
Bright Star Battery Co.... 
Brown & Sharpe Mfe. Co 

Be ING NOD: a eee es so sa vka's's 
Buffalo Wire Works Co., Inc. 
Bunting System, The ...... 

_._| Burgess Battery Co........... 
15 | Burley & Winter Pottery Co. 
91 | Burnley Battery & Mfg. Co.. 
Burton Boston Brush Co 


= 4 


Caldwell Mfg. Co 
Carborundum Co 

Carolus Mfg. Co... 
Chain Products Co. ae 
Chase Brass & Conner Co...... 
Cheney & Sons, S............. 
Chevrolet Motor Co........... 
Chicago Flexible Shaft Co..... 
73 | Chicago Roller Skate Co....... 
99 | Chicago Solder Co............. 


Chicago Spring Hinge Co..... 
94 | Chromium Engineering Corp.... 
ac | Clarinda. Mig. Co...........5. 
ee Ee. 5g seen esses 
Clayton & Lambert Mfg. Co.... 
Clemson Bros., Inc............. 
Cleveland Stone Co., Inc...... 
Cleveland Wire Spring Co..... 
81 | Cleve-Wav Mfc. Co........... 
- CU EO, Bie bic scssncen 
—- | Coldwell Lawn Mower Co.... 
— | Coleman T.amp & Stove Co..... 
— |Columbian Rone Co.......... 
— | Columbian Vise & Mfg. Co..... 
— | Conestoga Corp. ............. 
78 | Congoleum-Nairn, Inc. ....... 
— | Conlon Corporation 
— | Consolidated Flectric Lamp Co. 
— | Continental Screen Co......... 
— | Cook’s Sons, Inc.. Adam.... 

— | Gook Company, HW. C......... 
— | Corbin Cabinet Lock Co....... 





96 


EE 8 lo Se ree 3 
Corbin. Sevew. Corp... .. 2020000 
Concaran BEG. Cake. ctcsccscre 
Cortland Grinding Wheels Corp. 
Cocsennt Feel Ga..... ccccvvose 
Cronk & Carrier Mfg. Co..... 
Crown Cork & Seal Co........ 
Cyclone Fence Co... 


D 


Daisy Mfg. Co.... 
Ey “Wan Wisc. Ce... icc cnes 
Dazey Churn & Mig. Co. 

De Laval Separator Co...... 
PO TES esd cece vs'cecapes 
Deming Co. 
Detroit White Lead Works... 
Diamond Calk & Horseshoe Co. 
le a ee eS er en 
Material Co. 
Disston & Sons, Inc., Henry.. 
Dixon Crucible Co., Joseph.. 

Domes of Silence, Inc........ 
Dorfan Co., The... 
ee ,. “Gy .u.os s-0Ge esa 
Duluth Show Case Co......... 
Du Pont de Nemours & Co., 


Display 


Eagle Lock Co. ban 
Eagle-Picher Lead Co......... 
Beene MeN C6, . 5 .c2aesceces 
Eastern Tool & Mfg. Co...... 
Eclipse Machine Co........... 
Edison Elec. Appliance Co..... 
DE EO, nob os kacie> enna a 
Eisenmenger, Willy 
ne Eo ee Peer er 
Electric Sprayit Co, Inc.... 
Evansville Tool Works........ 
OEY CO., EME isc erssvene 


F 


F. & N. Lawn Mower Co., The 
Fairbanks Co. 
Fairmount Tool & Forging Co. 
Fate-Root-Heath Co. .......... 
Faultless Caster Co......... ; 
Federal Enam. & Stpg. Co..... 
Federal Washboard Co., The. 
Fitzgerald Mfg. Co.. The.... 
Flexible Steel Lacing Co.... 

Porsberg @ifg. Co.......... : 
Foster Bolt & Nut Co......... 





Prattis” BERG GO. sc. Swivcidie ss 


— | Freed-Eisemann Radio Corp 


RS 
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French Battery Co............ 


Freshman Co., Chas........... 


G 


ae. a sere 
Gates Rubber Co., The........ 
Gendron Wheel Co............ 
General Fireproofing Co....... 
General Wheelbarrow Co....... 
SS 0 ae ee 
Getz Power Washer Co....... 
SE NIE. 640s apse a sone 
Gilbert & Bennett Mfg. Co..... 
Gilbert Clock Co., Wm. L.... 
Gillette Safety Razor Co....... 
Globe Vacuum Bottle Co...... 
Gold Medal Folding Furniture 

GR. cdacnbedndtecesdevser owe 
Good Housekeeping .........- 
Goodell-Pratt Co. 
Goodrich Rubber Co., B. F., The 
Grand Rapids Hardware Co.... 
Graff-Underwood Co. ........- 
RR BTR is sna iss hand's 
Greenfield Tap & Die Corp.... 
Greenlee Tool Co............. 
ee eee eee 


Hamilton Beach Mfg. Co...... 
Harrington Cutlery Co........ 
Hatfield Rubber Werks. Inc... 
er & Co... We Bec de se nesen 
Henckels, Inc., J. A.......--. 
Hercules Powder Co.........-- 
Herschel Mfg. Co., R......--- 
Hibbard, Spencer, Bartlett & Co. 
Bloekt & GCe.. ..s0cceccecvsiens 
Holmes Products, Inc.........- 
Holzindustrie Stadtilm ........ 
Hoover Co. .cisecccceccsscess 
Hoppe, Inc., Frank A........- 
Horton Mfg. Co.......---008 
Household Magazine. The..... 
Huenefeld Co., E. H......... 


Hurley Machine Co..........- 
Hygrade Lamp Co..........-- 


I 


Imperial Bit & Snap Co....... 
Independent Lock Co.........- 
Indiana Rolling Mill Co....... 
Indiana Steel & Wire Co...... 
Ingersoll Watch Co..........- 
International Combustion Tar & 

Chem. Co. 
International 


Nickel Co....... 

Bier MB... .u<. 

International Toy Corp......... 
(National Wood Process) 


Tnternational 





THE DASH (—) 


INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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THE ADVERTISERS INDEX is published as a convenience and not as & ¢ of the advertising contract. Every care will be taken to index correctly. 
No allowances will be made for errors or failure to insert. 
Irwin Auger Bit Co.......... — |Murphy Varnish Co........... ms | Pytene Mig: CO.ec.<ccesicsccs — yy 
BUN Cit Ro isn dake eos —|Myers & Brothers Co., F. E. Pyrex Sales Division.......... - “< ‘ 
Taintor Mfg. Co........cceeess _ 
RW TONG i aicoscncs sca s — 19, 91 Se ey ee >. 
R Templeton, Kenly & Co., Ltd... 89 
F N Toledo Metal Wheel Co....... _ 
MONEE TOR Geiss cece cece: —| Toledo Wheelbarrow (Co.......- een 
Jennings Mfg. Co., Russell... 88 National Carbon Co............ — | Reed & Prince Mfg. Co....... —'} Fremont Nail Co........ 20004 _ 
Johaneson, Wales & Sparre, Inc. — National: Ebameling &  Staninine Remington Arms Co., Inc 61 | Trimont Mfg. (o.........0.00- =e 
Johnson Arms & Cycle Works, "1 Sag UES RE ene ee 9, | Remington Cash Register Co., Trow & Holden nate 88 
sisal 5 acne 89 | National Lead Co..........4-- ad —| Tubular Rivet & Sted Co - 
Natiotal Bltq. "C0.;..056.50-<+ — | Reynolds Wire Co............. — | Tucker Duck & Rubber Co.... — 
K Nelson Mfg. Co., Inc., L. R... — Reznor Mfg. Co..........+++. . 
° New Delphos Mfg. Co......... __ | Richards-Wilcox Mfg. Co...... 63 U 
Kelly Axe & Tool Co......... 12 | New Jersey Zinc Company.... —| Richland Rubber Co........... —|;._. er : 
Keuffel & Esser Co............ > Tete Tek Wee tee Ca... __ | Rite Hdwe. & Mfg. Corp...... 87 — Fork & ego" Obs wae’ s sims a 
Keystone Steel & Wire Co..... — Stiakclann PMASO oe csccos oy.) Bisson’ Co., Oscar C.........+ _ _— epee age are ated . 
Kilborn & Bishop Co.......... || Siles” amin: Works: Tat... __ | Robertson, Arthur R.......... — — —_ bic sania i 
mie ee. Co. 66a. osc ckss RCE iia ey 9g | Rock Island Stove Co......... 7 — — Nene Inc. : 
Kien & Sons, Mii. s ic ccceces ao | ee oe ee 91 | Rose & Brothers, Wm........ agen , ublishers: i 16-17 
Kohler Die & Specialty Co..... = BORN, IMGs COs osicc ceeds = ssieeanar ase ee _ 
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For Safe Parcel Post and Express 
Shipments 


Made of.galvanized steel and constructed 
to absorb and resist shocks from all sides. 


Have round individual cardboard fillers 
to protect each egg, a reversible address 
card for going and return address, and a 
space for stamps. In three sizes, 2 doz., 
4 doz. and 6 doz. eggs. 

Write for Catalog of Moe’s Big Line of 
a Everything for the Poultry 

ard. 


HoEFT & COMPANY 


2305 Davis St. North Chicago, Ill. 











Speedometers ip 
The CORBIN SCREW CORPORATION 


The Ameriean Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 











DOMES 


Slide Softly—Silently—Smoothly 


Better Than Casters for Furniture 
Seventeen years of constant 
sliding service without 
a complaint 


APPLYING 


Look for Name Inside Each Dome 


If your Jobber cannot supply you—write us direct. 


DOMES of SILENCE 


INCORPORATED 
21 Pearl Street New York City 








There is yet to be 
produced a better 
and more economi- 
cal wire netting 
than Hexagonal 
Mesh _ providing 
the netting unrolls 
straight and flat. 


Try out a bale of 
Superior Brand 
Netting and prove 
to yourself its 
right to its trade 
name, Superior. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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Brashings Up Business 


SBORN PAINT and Varnish Brushes are always on the move — from seller to buyer. 

Then they start working on their specialized jobs and they stay on those jobs because 
they are built to defy wear. Buyers are quick to discover the economy in using good brushes. 
They are not to be misled by the price plea of sellers of “just brushes. They know that the 
only sound way to buy brushes is on their “low cost per day of use” qualifications — not on 
initial cost. And they don’t forget where they bought “those good Osborn Brushes. 







So much for quality. Now a word about specialization. Each Osborn 
Brush —and there’s one for every type of requirement — is carefully 
designed and built of the particular material best suited for each set 
of conditions. There’s a keen satisfaction in knowing that you are 
selling your customers not only good Osborn Brushes but highly 
specialized Osborn Brush Service. 


Weare looking forward to the pleasure of 
explaining the business building details 
of Osborn Brush Service. Your inquiry 
will be given our immediate attention. 


THE OSBORN MANUFACTURING COMPANY 
5401 Hamilton Avenue -- Cleveland, Ohio 


Branch Offices: 
New York, Detroit, Chicago, San Francisco, Los Angeles \ 

















Flat Varnish 
Brush. Triple 
thick Black 







China Bristle, 
vulcanized in 
rubber. Five sizes 
from 1"to3" 












to3" wide. 









No. 582 Lacquer 
Brush. Fitch 
Hair vulcanized 
in rubber. Five 
sizes from 1" to 
3" wide, 










No. 444 Osborn 
Flat Varnish 
Brush. Black 
China Bristle, 


vulcanized in 





















No. 456 Osborn 
Oval Sash Tool. 
\ Black China 
’ Bristle, vulcan- 
ized in rubber. 
Twelve sizes 
from 34" to 144" 
wide. 


rubber. Seven 
sizes from 1" to 
4" wide. 
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more brushes 


in 1929~ 


to the HOME-OWNER 
the PAINTER 
and the WOMAN 


— increasing your brush sales from 
three to four times last year’s vol- 
ume, with the aid of BURTON’S 
Salesmaker Brush Display Stand- 
asilent “extra’’ clerk that will work 
for you every day in the year. 


TODAY —your customers are being 
trained to ic merchandise that is 
actively displayed. And so they 
buy from BURTON’S Brush Dis- 
play Stand because 

















—it reminds them to buy 
“that” brush they have 
been needing so long. 


—makes it easy for them 
to select the right brush— 
size, price, quality all 
plainly visible. 




















—and makes itcertain they 
will buy a BURTON’S 
Boston Brush—a line of 
brushes made for repeat 
sales. 


Dealers prefer BURTON’S Salesmaker Display Stand because of 
its individuality—its selling value—because it is the most practi- 
cal, compact and simplified brush display stand holding more 
brushes in a smaller space, and because it sells to the Home- 
owner, the Painter and the Woman alike. 





BURTON’S Brush Display Stand is delivered to 

dealers who purchase our Salesmaker Display As- 

sortment consisting of a selected group of fast-selling 

brushes. Complete information on request. Write _Occupies only TEN INCHES of Space 
Stand has six panels, finished in four colors, 


each ape! displaying _— brushes with their 
BURTON-BOSTON BRUSH COMPANY it ict ti ctpe ts ftaceuch 


Height 40"— Width 10". 


122 HARVARD STREET CAMBRIDGE, MASS. 


Cpurton S Boston hrushes 


MADE SINCE 1844 








